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gO home ronignt 


with 
PEACE OF 
MIND? 


Phone e Vit, 


—now! 





Want to forget about that film job when 
you leave your office tonight? You can, 
you know, if you'll put Pathé on the job. 
And, regardless of the size, color or 
quantity, Pathé will give it to you straight! 
You'll know where you stand. You'll 

know your specifications will be met— 


on time. 


Phone our Technical Services Department 


now. Let us help you have Peace of Mind. 


FINEST ANIMATION-STAND SERVICE 
Every optical effect you've ever dreamed of 
is available at Pathé. Newest and finest 
equipment, combined with Pathé's preci 
sion craftsmanship, give you complete sat 


isfaction — no matter how tough the job. 
Call Pathe today! 


Life/ike color in every scene 





CALL or WRITE 


= 





LABORATORIES, INC. 


HOLLYWOOD 6623 Santa Mon'ca Bivd. « HO 99-3961 « NEW YORK 105 £. 106 St. + TR 6-1120 
GREAT MOTION PICTURES ARE PROCESSED BY «AWG 


. Brilhe Laboratories, Inc. is a subsidiary of 


CHESAPEAKE INDUSTRIES, IN¢ 











for TV spots that hit the mark... 





a specialized department 


with our own facilities 
for every phase 
of controlled 
production 


- studio 


ella-(ailela 


-art 


Among the famous names ° an i m © | ti ©] n 


featured in recent TV 
spots produced by Caravel 


(black and white and color)... 4 ed hitate 
i - optical 
= are effects 


@ GOODYEAR 
@ GILLETTE 


_ 
© GRIFFIN SHOE POLISH bad Takis ralel4 4 
@ LYSOL e e 
NABISCO projection 
© PROCTER & GAMBLE 
@ REMINGTON SHAVER 
@ REPUBLICAN NATIONAL COMMITTEE 
© SIMMONS BEAUTY REST 
© SOCONY MOBIL 
© U.S. SAVINGS BONDS 








a specialized TV department is backed by 35 years’ 
experience in making business films for many of America’s leading 
advertisers. It is expertly staffed to give fast, efficient service, 

and to make deliveries on time. Ask for sample TV reel. 











CARAVEL FILMS, inc... 730 rirtH AVENUE - NEW YorRK 19, N. Y. 
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... nothing is so powerful as an idea 


whose time has come .. . (Hugo) 


It takes special creative and technical skills 
to combine the timely good idea with pro- 
duction values of the highest quality to in- 


sure maximum audience appeal. 


There is no substitute for creative thinking 
skilfully applied to the problem at hand. Our 
major concern is with the calculated end- 


results all sponsors must have for success. 


John Sutherland Productions, Incorporated 


LOS ANGELES 
201 North Occidental Boulevard 
Los Angeles 26, California OUnkirk 6512) 


NEW YORK 
33 East 48th Street 
New York 17, New York Plazes § 1675 


DETROIT 
6560 Cass Avenue 
Detroit 2, Michigar TRinity 2.2280 











FILM OF | 
THe MONET 





sy “Egypt Reborn,” a new 20-minut« 
motion picture in Eastmancolor pro 
duced for the Sahara Petroleum Com 
pany by John Sutherland Productions, 
tells the gripping story of the search 
for oil in the desert wastes west of 
the Nile, what is involved in this 
costly exploratory work, and how the 





dis ‘overy of new oil deposits in Egypt 
will fit the people and the economy 
of that country 


This unusually fine film clearly dem 
onstrates the effectiveness which can 
be achieved by the skilful combining 
of live-action and animation to tell a 
complex story with emotional as well 
as informational values 


“Egypt Reborn” vividly contrasts the 
ruined grandeur of ancient Egypt 
with the progress to be achieved by 
the application of modern industrial 
methods to a backward country. 





Since the Sahara Petroleum Company 
was financed by the Cities Service, 
Richfield Oil, Ohio Oil and Continen 
tal Oil companies, this film tellingly 
demonstrates the values of free enter 
prise-in-action to any country which 
aspires to a rising standard of living 
for all its people 


“Egypt Reborn” is the fourth film 
dealing with the oil industry the 
Sutherland organization has pro 
duced, The others: “The Conserva 
tion Story,” which streases the need 
for conservation of all our natural 
resources, including irreplaceable oil 
“It Never Rains Oil” explains the 
purpose and the publie values of the 
government's oil depletion policies 
“Destination Earth” graphically por 
trays the benefite of the American 
economic system in operation without 
unduly restrictive controls. (16mm 
prints are available for screening.) 


©’ “Egypt Reborn” is one more film 
with the Sutherland touch, designed 
to command audience attention, to 
inform and to persuade 
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(Combined with See & Hear Magazine) 


issue Eight « Volume Seventeen « 1956 


PREVIEW OF CONTENTS 





Editorial: The Future for a Golden Screen 8 
Right Off the Reel: a Column of Editorial Commentary 24 
Films of the Month: Eighth Lively Art; Most in Posts 33 
You Asked for Film Results: A Report in Depth 35 
The Voice Beneath the Sea: Film Revieu 37 
Aluminum in the Product Parade; Sports Champions 8 
Field Report on Media Research; Egypt’s Oil Future 39 
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Design for Better Selling: a Johnson & Johnson Film “) 
Pacific Mutual Slidefilms Prove Value in Field 4) 
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The only truly lightweight (23 Ibs.) 16mm projector with no 
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rethreading or rewinding after the show. 


, , Business Screen EprroriaL DerartTMeENTS 
Easily carried by salesmen or saleswomen—exclusive automatic 


; ‘ at's Ne sus “38 iC “Ss 54 
rewind features make it easy to use. Plug it in and it's ready Whet ew in Business Picture 5 
oa Business Screen Executive Appointments 56 

to go. Use it in lighted rooms—dark rooms—factory benches, 
Men Who Make Pictures: Staff News of Names 60 
lunch rooms—desk top showings—on sales counters—in the urs 68 
\udio-Visual Equipment and Accessories 68 


home —farm or wherever a top notch sales tool is needed. 
Pius: Tue Nationa Directory oF VisuaL DeaLers 


Liberal screen size— adequate for showing up to twenty people. 


If you can operate a radio, you can operate the TS! Moviematic. Office of Publication: 7064 Sheridan Road, Chicago 26 


Built by Technical Service, Inc. (TSI)—the world's oldest and IN NEW YORK CITY 
largest manufacturers of repeater type projectors. Robert Seymour, Jr., Eastern Manager: 489 Fifth Ave. 


Riverside 9-0215 + MUrray Hill 2-2492 


> 


Write for descriptive data or demonstration. 
IN HOLLYWOOD 


Edmund Kerr, Western Manager, 104 So. Carondelet 
TECHNICAL SERVICE, INC. Telephone: DUnkirk 7-228] 


30865 FIVE MILEROAD + DEPT. C. + LIVONIA, MICH. 
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Exacting 


Color Specifications 


. -- Highest Quality 


Every Time 





That's because 
quality control is the very 
heart of byron’s exclusive 


color-correct process ... 


| 








* true fidelity color duplicates which 


go far beyond mere colér balancing. 


* negative-positive color processing 
using EK 35mm and 16mm negative for 


16mm release. 
For information and price list, write, phone or wire 


by ro n Studios and Laboratory 


1226 Wisconsin Ave., N.W., Washington 7, D.C. 
DUpont 7-1800 


PRACTICALLY EVERY 16MM FILM PRODUCER IN THE WESTERN HEMISPHERE 18 A CLIENT OF BYRON 
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EVERYTHING FOR 
EASTERN PRODUCTION 




















LIGHTING 
EQUIPMENT 


Incandescent 
Equipment 


GRIP 
EQUIPMENT 


Reflectors 


H. |. Arc Equipment Ladders and Steps 


Choke Coils 
Dimmer Equipment 
Cables 

Boxes and Boards 


Parallels 

Dollies 

Microphone Booms 
Scrim Flags 


Diffusers 

Bulbs Black Flags 
Generator Sets Dots 

TV Scoops Stands 


PROPS 


Catalogs upon request 





333 West 52nd Street * New York 19, N.Y. 
Circle 6-5470 











CAMERA EYE 


Recent Events in Month’s News 
Among Film Users and Industry 


5th USDA Visual Workshop 
Scheduled for Jan. 28-Feb. 1 
* The Fifth Annual United States 
Department of Agriculture Visual 
Workshop will be held January 28- 
February 1, 1957. All general and 
selective sessions will be held in the 
Jefferson Memorial Auditorium of 
USDA’s South Building in Wash- 
ington, D.C, 

Theme of the Workshop is Color 

as used in various media. General 
sessions in art, graphics, exhibits, 
television, still photography and 
motion pictures will be attended by 
all participants. Any six of the 30 
selective sessions may be attended. 
Sessions dealing with motion pic- 
tures will cover script writing, color 
photography and production, edit- 
ing color motion pictures, anima- 
tion and titling, sound recording 
and preparation of color reprint 
material for the laboratory. 

The Annual Audio-Visual Trade 
Show held in the Patio of USDA's 
Administration Building in con- 
junction with the workshop will be 
open to participants Monday after- 
noon, January 28, and to the gen- 
eral public on Tuesday, January 29. 

Persons planning to attend the 
Workshop are advised to register 
in advance. A_ registration form 
and a copy of the Workshop pro- 
gram may be obtained from James 
k. Gibson, Chief of the Motion 
Picture Service of the USDA, 
Washington, D.C. Lad 


7 - . 


Athletic institute Announces Two 
Film Projects for 1957 Program 
* Thirty-thousand dollars have been 
ear-marked by The Athletic Insti- 
tute for the production of two 
16mm motion pictures in 1957. The 
allowance, to be shared equally by 
the two film projects, is included 
in a $144,700 budget for 1957 re- 
cently approved by the Institute's 
board of directors. 

Both films planned for the com- 
ing year will be part of a promo 
tional program intended to improve 
the “scope and quality of U. S. 
sports and recreation.” 

The Athletic Institute will spend 
$15,000 on the production of a re 
cruitment film emphasizing the ben 
efits of careers in physical education 
and recreation, This film is to figure 
in a campaign to remedy the short 
age of trained personnel in these 
fields 

Rural recreation will be the sub- 
ject of the Institute’s other $15,000 


BUSINESS 


film production. This picture will 
be designed to holler “giddyap!” to 
farm and rural areas in regard to 
providing organized community ree 
reation programs. To be used by 
4-H and Grange groups. the rural- 
audience film will stress the value 
of recreation in the farming com 
munity. 

The Institute has announced that 
a total of 17,298,056 persons saw 
the Institute’s three l6mm recrea 
tion motion pictures and 12 sports 
slidefilms in 1956. This total in 
cluded audiences gained by group 
showings and telecasts. ta 


Bell & Howell Company Builds 
Large Addition to Main Plant 
* Bell & Howell Company, Chicago 
audio-visual equipment manufa 
turer, has announced that a new 
160,000 square-foot brick addition 
to the company’s main plant at 
7100 McCormick Rd. in suburban 
Lincolnwood is scheduled for com 
pletion in January, 1957. 

According to Charles H. Percy, 
Bell & Howell president, the 
$1,700,000 building permits expan 
sion of manufacturing facilities and 
the consolidation of Chicago ware 
housing. The new building is located 
west of the present buildings, which 
consist of 560,000 square-feet on a 
6b-acre site. 

A new parking lot with capacity 
for 200 additional cars also has 
been added along McCormick Rd.., 
south of the present buildings. This 
addition brings parking areas up to 
13 acres with capacity for 1700 
cars. Ly 

° . . 

Radiant Corp. Opens Plant in 
Suburb of Cologne, Germany 
* Radiant Manufacturing Corpora 
tion, subsidiary of United States 
Hoffman Machinery Corporation, 
has announced the opening of new 
manufacturing facilities in Bergish 
Gladback—-suburb of Cologne, Ger- 
many. 

\ complete line of Radiant table, 
portable tripod and wall screens will 
be manufactured for European con 
sumption at the new German plant. 
Demand for Radiant products in 
foreign countries during the past 
two years made it necessary to 
build a separate sales organization 
overseas, according to Adolph Wert 
heimer, Radiant’s executive vice 
president. 

Radiant’s German plant opening 
follows the company's recent 
ground-breaking for a new $1,800, 
000 factory and office building in 
suburban Chicago. The company’s 
three present Chicago factories and 
main offices will be consolidated at 
the new building, planned for com 
pletion within six months 7 
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Before planning your next film, 
use our helpful new 


CONSULTATION SERVICE 


Receive unbiased, expert counsel regarding: 
the type of picture most suitable for your 
needs, preparation of the script, production 
procedure, costs and distribution. Phone or 
write the Wolff office nearest you. 


No cost or obligation! 


- 
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AGE OF 
THE BRAIN 


The future of our nation, of civilization 
itself, is dependent on the human mind — 
on our ability to cope with increasingly 
complex problems. Progress in human 
achievement from the beginning of 

time has been infinitesimal compared 

to what lies just ahead. 


The key to future progress is education — 
education of our youth today so that 

they may be ready to think and to achieve 
for business and industry in the years to 
come. Here, if ever, is a golden opportunity 
for motion pictures to apply their 
tremendous force for the benefit of 
mankind . . . to transfer knowledge and 


inspire imagination quickly and effectively. 


It is the responsibility of far-sighted 
business and industry to provide these 
modern tools of learning if our most precious 
resource, the human mind, is to be fully 
developed for the opportunities unlimited 


in serving to shape a better tomorrow. 


Fgh & Wy 


STUDIOS, 


5631 Hollywood Boulevard, Hollywood 28, California. HOllywood 7-6126 


th 
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CHICAGO ANNIVERSARY DETROIT CINCINNATI 


Dicran Nahigian Car! Wester YEAR Harold Troy #. MV. Semoson 
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OUR CAPACITY FOR 


THESE FRUITFUL YEARS 
brought us many miracles of technological 
progress in man's quest for better under- 
standing through visual communication 
The image on the screen is wider, its color 


have 


more brilliant and finer in its fidelity, the 
picture is brighter . 

As another new year impends, we ex 
tend the gratitude of all those who serve 
and who look to the screen as an un 
paralleled tool to inform . 
worlds of learning ... as a sharper and 
incisive training. Their 
wratitude is due the designers and crafts- 


. as a door to 
inatrument for 


men, the engineers and scientists who have 
given a new potential to the screen through 
technology. 

We salute the electronic scientist for his 
precise cameras and improved projectors 
in the fields of motion picture and slidefilm 
utilization. 

We salute the chemical engineers for 
films that have conquered darkness and 
captured life itself with color processes 
that recreate our images with brilliant, 
life-like fidelity. 

We salute the metalurgist for new light- 
ness in production and projection equip- 
ment which promise to liberate their use 
in the field and in the classroom. 

Truly, their contributions are a bright 
preface to still greater technical accom- 
plishments. Electronics promise us even 
simpler means of pictorial transmission. 
Light metals can take us farther along the 
path of greater utility of apparatus in the 
field, Color television, already with us, re- 
mains but a few steps removed from uni 
versal popularity ... 


* al * 


TODAY, millions of viewers already wait 
upon the lighted screen ... the audience 
accessible to pictorial media via television, 
theatres and in the sche churches, fac- 
tories and in tha.com great 
challenge. T naw) 
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IDEAS MUST KEEP PACE WITH SCREEN TECHNOLOGY 


The Future for a bolden Screen 


But who speaks for ideas? 

Who speaks for this single most vital 
factor which concerns us all viewer 
and sponsor and producer .. .? 

That future in which, as Charles Ketter- 
ing says, we all must live, belongs to the 
creative man. The hope of visual media is 


beyond the contribution of science and 





technology. Jt belongs to the man with 
ideas. 

In simple English, it belongs to the film 
writer who has the first say in the picture. 
It belongs to the producer who lives up to 
the high promise of his art and stands up 
to those who unwittingly would make it 
anything less. 

Call this way of putting ideas on the 
screen a practical art and it need not be 
less creative. Make room within this field 
for more men with ideas and the courage 
to make them stick and you enrich all that 
we strive to live for ... for each picture is 
the image of its creator and his record of 
achievement or failure. 


* “ * 


A handful of creative people have 
brought a small portion of this magic 
formula to television. When the tired 
images of Hollywood's yesterday have 

tne their way; when new ideas alone will 

Wd the television audience . tv must 
furn to its creative people. 


> Our time is today and tomorrow is al- 


ready at hand for the future of the spon- 
sored film. For our audience is voluntary, 
yet eager to view and anxious to learn. 
For we hold the promise of the salesman’s 
future, of the worker's understanding of 
his useful role in the complex system of 
production. We bring our youth real 


knowledge of the future in trade and com- 
merce, inspiration to share and grow. 

More than this, we hold the hope of 
freedom through the universal language 
of the screen. For if it has demonstrated 
anything, the film has shown us that it 
alone speaks in many tongues with greater 
understanding throughout this troubled 
world. As the economic future depends on 
worldwide trade, so does man’s existence 
on earth now depend on his appreciation 
of individual liberty and his willingness to 
hold it and to fight for it. 


NOT FORM, THEREFORE but content 
is our key to this immediate future. What 
economy is there in saving a few dollars 
in the making of a picture that is intended 
to accomplish important goals within a 
company? Why do we persist in our con- 
cern with “technical” aspects when ideas 
alone can save the sale or the salesman” 
Or keep the production lines going and 
save the company? What is the value of 
an idea that can motivate a thousand deal- 
ers or a million consumers? 

We have translated some of this need 
into a “campaign” calling for proof of 
film results. A first but very meaningful 
step in this direction is taken in this final 
issue of our current volume. 

Another worthwhile step will be taken 
in February when we bring all sponsors, 
their trade groups and advertising agents 
and government the seventh in our 
annual listings of qualified producers of 
business and television films. We reflect 
experience and dependability in these list- 
ing pages as companies worldwide put 
forth their records of accomplishment 
within the year. 


WITHIN THESE COMPANIES, as spon- 
sors or as producers of visual communica- 
tions, rests the hope of a better tomorrow. 
Technology has given us all the best and 
the promise of still better. But we must 
rededicate this highly-skilled and special- 
izing industry to a new, invigorated, pro- 
gressive view of the future. This holds for 
each one of us who serves the lighted 
screen. —OHC 
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W. enter the new year with 


CRANE co... renewed confidence in the continued progress of all 











business and particularly the business of writing and 


producing audio-visual media. Greetings to our clients, 


. . . RETURN T SALESMANS 
present and future, and to our competitors in the : ep: AIS 


ee wee ee 


expanding field of commercial pictures. May 1957 be 





a year of rich rewards for men of good will everywhere. 
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How Victor Projectors 


... conducted by the Loyal Order of Moose 


Victor 16mm projectors recently won a test that really 
was a test. No experts involved — no laboratory 
equipment, either, And Victor didn’t pay to have the 
test made — didn’t even know about it. 


Here’s what happened. A committee of executives of 
the Loyal Order of Moose wanted to select the best 
ortable sound motion picture projector available for use 
by nearly 1800 lodges to show its new 35-minute 

sound and color motion picture, “A Picture of You,” 
produced by Wilding Picture Productions, Inc. 


A Victor Assembly “10” and the two other leading 
16mm projectors* were in the test. The Victor showed up 
so well against the other projectors that members of 

the committee first thought the difference was in the 
print. The prints were changed, Still Victor was 

Jar ahead of the other projectors. Because the Victor 
picture was so much brighter, one of the committee 
thought there might be a difference in the lamp. Lamps 
were interchanged. Still Victor came out way ahead. 
Then lenses were changed. Again Victor was on top. 
And that’s why officials of the Moose Fraternity — not 
experts, but typical users — selected the Victor 
projector for use by its lodges throughout North America. 


Whatever your needs in 16mm motion picture 
projection, Victor has the equipment for you. 
Send for literature today. 


VICTOR 2. oat 


Dept. 1-126 DAVENPORT, IOWA, U.S.A. 
NEW YORK, CHICAGO 


Quality Motion Picture Equipment Since 1910 


WON 


in “side-by-side” test 
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Practical Aid ideas for Aged 
Detailed in “Proud Years” 

® Practical steps that can be taken 
to help old people lead active, useful! 
lives are depicted in detail in Proud 
Years, a new 16mm motion picture 
produced with a grant from Chas 
Pfizer & Co. and being distributed 
by the Center for Mass Communi- 
cation of Columbia 


Press. 


Universit, 


Proud Years was premiered No 
vember 15 in Hosack Hall, The New 
York Academy of Medicine. Visu 
ally providing a means by which 
the aged and their families can 
explore together the day-to-day 
problems of old age, the film is in 
tended for educational institutions. 
church, social service and commu 
nity groups concerned with care for 
the aged. The film has been cleared 
for local television use. 

Proud Years was written and di 
rected by George C. Stoney who 
has received recognition for such 
films as All My Babies and Th 
Invader. Collaborating with Stones 
were Dr. Frederic Zeman, chief of 
Medical Services, Dr. Leo Dobrin 
director of Physical Medicine, and 
the staff and residents of the Hon 
for Aged and Infirm Hebrews of 
New York. 

For information on obtaining the 
film, contact: Center for Mass Com 
munication of Columbia University 
Press, 1125 Amsterdam Ave., New 


York 25, N. Y. Ld 


Inspiring Story of Agriculture 
Told in New USDA Film 

"The Agriculture Story, a new 
13!4-minute motion picture explain- 
ing American agricultural produc 
tion, has been announced by the 
United States Department of Agri 
culture, Motion Picture Service. 

The picture shows how the forces 
of nature, the products of science 
and the efforts of farmers combine 
to fill the national breadbasket 
Shown are the services of the U.S. 
Department of Agriculture and the 
assistance of the land grant col 
leges, universities, state agencies 
and industry. 

The Agriculture Story will b 
distributed to cooperating libraries 
on request to: Motion Picture Servs 
ice, Office of Information, U.S. De 
partment of Agriculture, Washing 
ton, D. C. The film has been cleared 
for television. Inquire of the Mo 
tion Picture Service for distribu 
tion and purchase data. bh 


* * * 


ANA Sees “‘A-V" Light 

@ The Association of National Ad 
vertiser’s Films Service Committe: 
has officially changed its name \ 
the Audio-Visual Committee. hy 
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Sound Masters director Jack Tobin checkine a shot at Lake Maracaibo, Venezuela 


TIMELINESS 


Perroveum hits the front page today as by Sound Masters, Inc. for Creole Petroleum 


worldwide problems of supply become acute. Corporation. These films show what the United 
“People and Petroleum” and “Assignment: Ven- States and Venezuela, working together in 
ezuela,” its sequel in full color, are public rela- friendly cooperation, are doing to meet oil de- 
tions motion pictures recently made in Venezuela mands, as people of many lands look for help. 
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MOTION PICTURES 
SLIDE FILMS 


SOUND MASTERS, INC. | 22 


165 WEST 46TH STREET, NEW YORK 36, N.Y. PLAZA 76600 








give your slide film the best in... 


RCA VICTOR CUSTOM RECORDS fell your story perfect- 500 special selections for slidefilm presentations. 
ly ... give full range to voice, music and special 
‘a one ; , : ays e 8 : 
effects. RCA Victor’s exacting sound reproduction Always expect first quality recording, careful 
aie ; handling and prompt deliv wl y oO = 
adds an exciting new dimension to slidefilms, com- ga ye ery with your order 
; : A from RCA Victor Custom Record Sales. 
plementing every mood you create in pictures. 


And available with each order: RCA Victor’s The price is in line with anything in the field — 
unique music library with a choice of more than the quality is RCA Victor’s alone! 


RCA VICTOR CUSTOM RECORD SALES 


. 
New York 10, 155 East 24th St MUrray HILL 9-7200 st Hollywood 38, 1016 N. Sycamore Ave.....OLDFIELD 4-1660 
Chicago 11, 445 N. Lake Shore Drive....W HITEHALL 4-3215 a Nashville 3, 1525 McCavock St ALPINE 5-6691 


In Canada, call Record Department, RCA Victor Company, Ltd., 1001 Lenoir St., Montreal, Quebec. For information concern- 
ing other foreign countries, write or phone RCA International Division, 30 Rockefeller Plaza, New York 20, N. Y.—JU 6-3800. 
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Wilding Picture Productions 
Acquires Henderson Associates 
* Wilding Picture Productions, 
Inc., Chicago, has acquired the cap- 
ital stock of A. J. Henderson Asso- 
ciates, Inc., of Detroit, according to 
an announcement by C. H. Brad- 
field, Jr., Wilding’s president. 

For many years, the Henderson 
organization has been prominent in 
the field of training, sales promo- 
tion and merchandising. The serv 
ices that the Henderson organiza 
tion has offered will be continued 
and supplemented by various Wild- 
ing services that are associated with 
this type of activity. 

lo be known as W ilding-Hender- 
son, Ine., the merged organization 
will be located at 13535 Livernois. 
Detroit 38, Michigan, and will op- 
erate on a national basis. 

Officers of Wilding-Henderson, 
Inc., are Lang S. 1 hompson, presi- 
dent; A. J. Henderson, vice 
president, and Norman B. Terry, 
vice-president. Thompson will also 
continue in his capacity as executive 
vice-president of Wilding Picture 
Productions, Inc., headquartered in 
Chicago. Henderson will serve the 
new organization as director of 
creative services, Lad’ 


Harry Lange Reappointed to 
Safety Council A-V- Committee 
* Harry W. Lange, executive vice- 
president and general manager of 
Kling Film Enterprises, Inc., has 
been reappointed as a member of 
the Visual Aids Sub-Committee of 
the Wood Products Section Execu- 
tive Committee of the National 
Safety Council. 

Lange will participate in commit- 
tee meetings at Safety Council 
headquarters in Chicago, January 
17-18, at which time plans will be 
drawn for the Wood Products Sec- 
tion’s safety program. 


« . . 


F. B. Astley Named du Pont 
Photo Sales Service Manager 
® Frederick B. Astley has been ap 
pointed manager of sales service for 
the Photo Products Department of 
FE. Il. du Pont de Nemours & Co.. 
Wilmington, Delaware. Astley has 
been assistant manager of du Pont's 
Rochester, New York. photo prod 
ucts plant. 

In his new job, Astley will head 
an expanded sales service organi 
zation designed to assist customers 
in the use of the company’s various 
photo products. 

Astley joined du Pont in 1934 as 
an operator at the Parlin, New Jet 
sey. photo products plant where he 
advanced to shift supervisor. Three 
years later, he became x-ray tech 
nical sales representative in New 
York City. 

Astley afterwards became Boston 
district sales manager and, from 
1951 until his appointment in 1954 
as assistant manager of the Roches 
ter plant, he was manager of x-ray 
products in the Wilmington office. Q 


Jack Kleene Elected as a 
Vice-President of Florez 

® Jack Kleene has been elected as a 
vice-president of Florez Incorpor 
ated, Detroit, Michigan film pro 
ducers, according to an announce 
ment by Genaro A. Florez, president 
and chairman of the board. 

Kleene has been with Florez for 
10 years. Since 1951, he has headed 
the Editorial Department and has 
been copy chief on most of the 
firm’s principal accounts, including 
Sinclair Refining, Norge, RCA- 
Whirlpool and Cadillac Motor. ® 


” * _ 


Zoli Vidor to MPO TV 

® Zoli Vidor, A.S.C., photographer 
of over a thousand television com 
mercials, has joined the production 
staff of MPO Television Films, Inc.. 
New York, as producer-director 
cameraman. Ld 
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Only FILMOSOUND 385 


is fully engineered for industry! 





COMPARE THESE EXCLUSIVE FEATURES 





AND PROVE IT TO YOURSELF! 


Sharpest picture on the screen—combined result of 
exclusive optical system: 5-element lens, double con- 
denser, pre-aligned lamp and rhodium reflector. 


Trouble-free operation—due to exclusive all-gear drive 
and metered lubrication. 


Take advantage of Bell & Howell's 25 years of leadership in 
sound movies and ask for a demonstration. Compare the 
Bell & Howell Filmosound 385 with any other sound projec 
tor on the market today. Discover why Filmosound 385 
out-features and out-sells all other sound projectors. Your 
Bell & Howell dealer will be glad to arrange a demonstra- 
tion at your convenience. Call him today or mail coupon to 
Bell & Howell, 7108 McCormick Road, Chicago 45, Illinois 






finer products through IMAGINATION 


Bell & Howell 
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Full film protection — new long pressure plate and aper- 
ture plate, both optically polished to prevent scratching. 


Controls designed for industry—Projector reverses for 
review. Still-picture clutch stops film for discussion. 
Exclusive heat filter accessory permits brightest single- 
frame projection. 


mounted in case. Top-mounted reel arms do not require 
removal between showings. Case design allows speaker 


Easiest and fastest set-up —Projector permanently 
to be left in place. 


Mail Coupon Today 





Have my Hell & Howell dealer contact 
me 


Send me complete information on the 
Bell & Howell Filmosound 385 


Name 


Title 
Company Name 


Address 
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Your Production Cost Justifies 


Color Reproduction Co. 
16mm Color Prints 


Mr. Producer... don’t forget that your 
audience sees only A PRINT of your pic- 
ture! This single film presents the results 
of all your production efforts. It warrants 
Color Reproduction Company Release 
Prints! 


Color Reproduction Company in its seven- 
teen years of specializing exclusively in 
l6mm Color Printing has earned a repu- 
tation for guaranteed quality that is the 
Standard of the l6mm Motion Picture 
Industry. 


Next time you order Release Prints be 
sure Color Reproduction Company makes 
them for you. 





PRODUCTION COMPANY 


7936 Santa Monica Blivd., Hollywood 46, California 
Telephone: Oldfield 4-8010 
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Seattle Film Associates Set 
Festival for April 19, ‘57 

® The second Film Festival of the 
Seattle Film Associates is being 
planned for Monday, April 29, 
1957. This coming year, the event 
will be national in scope The first 
festival was limited to entries from 
the Pacific Northwest. 

The purpose of the festival is to 
acquaint the public in the Seattle 
area with the most recent 16mm 
films. No attempt will be made to 
judge the films: no awards will be 
given. 

Films from national sources will 
be shown in the following categor 
ies: Human Relations and Commu 
nity Problems (brotherhood. social 
problems, health); Arts and Crafts 
(music, literature, experimental) ; 
Science, Business and Industry; 
Lands and People (conservation) 

Seattle Film Associates is an or 
ganization composed of representa 
tives from schools and universities, 
film distributors, producers, librar 
ies, business firms and industries 
who meet each month to discuss and 
view new films. 

Additional information and in 
structions for submitting films for 
the festival may be obtained from 
Mrs. Jessie Wilson, program chair 
man, University of Washington 
Film Center, Seattle 5, Wash. 


Monthly Previews in Manhattan 
* The first in a series of afternoon 
and evening preview screenings of 
new documentary, educational and 
special interest motion pictures was 
held December 6th at the Carnegie 
Endowment for International Peace 
Building, 345 East 46th Street, New 
York, as an information service of 
the New York Film Council. 

The series, which will be held on 
a monthly basis, is intended to keep 
Council members, and others inter- 
ested in the film medium, in touch 
with new film productions in such 
fields as industry, education, relig- 
ion, medicine, health, art and propa- 
ganda. Films shown in the first se- 
ries were U.S.A., Opportunities Un- 
limited, Bow Bells, and Your Home 
As You Like It. lap 





TECHNICAL ANIMATION 
ARTISTS WANTED 


Technical Animation Artists 
are needed by an East coast 
producer. Please include in 
your answer a resume of your 
experience, age, etc. 


Write Box 56-12A 
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PUBLIC RELATIONS - EDUCATIONAL: TECHNICAL: TRAINING - MEDICAL... and 


Farm pictures are no longer tailored for farmers. If you've 
been carrying around a mental image of a farmer, you'd 
better get rid of it. There are few business men who are F r 


not farmers, at least, at heart. Good agricultural motion 


pictures are simply good motion pictures on farm subjects. 


Pictures 


People, generally, just happen to like good pictures about 


the biggest, the most important and the only factory in the 
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{mong our clients: 


(American Telephone & National Board of Fire 
Telegraph Co. Underwriters 
Babeock & Wileox Co. National Cancer Institute 
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and many, many others 


sei : Audio Productions, Inc. 
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booklet . FILM CENTER BUILDING + 630 NINTH AVENUE + NEW YORK 36, N. Y 


TELEPHONE Plaza 7-0760 
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COLORSLIDES 





Producing filmstrips in color? 


Your prints are only 

as good as your masters 
and your masters 

are at their best when 


we make them 
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First of a New Film Series on Science 


The Bell System Premieres “Our Mr. Sun” on CBS 


Television; Also Released in 16mm for Group Use 


¥ Oun NATION is to keep its place 
i in the sun, we must have more 

scientists This conviction, re 
jo utedly being voiced by scientists 
industrialists and educators, is the 
message stated forcefully in a new 
hour-long motion picture, Our W; 
Sun sponsored by The Bell System 
ind introduced nationally over the 
CBS-TV network, November 19 

Our Mr. Sun is the first in a series 
which Bell will 


ponsor on television and then dis 


ol scence films 
tribute in l6mm to high schools 
olleges, scientific organizations and 
other groups in a long-range public 
relations effort to interest young 
people in science careers and to im 
press upon the public the mmpor 
tance of science in our lives. The 
Kell series has been in preparation 
for four years, under the guidance 


fields of 


science. Our Mr. Sun is the only 


of authorities im nine 
film of the series to be released in 


1956 


Preparing the way promotionally 


i 


etiwt if 


723 SEVENTH AVENUE 


for Our Mr. Sun, WUlinois Bell Tele- 
phone Company presented the film 
at a dinner program for some 200 
educators, publicists and Bell per 
sonnel, held in the spacious As 


Room of 


Prudential Building, November 8. 


sembly Chicago's new 
Preceding the film showing were 
brief, pointed commentaries by Dr. 
Paul bk. Klopsteg, associate director 
National Science 
Walter Bartky 


charge of 


Foundation; Dr 
vice-president in 
science programs, The 
University of Chicago, and Major 
Lenox R. Lohr, 
Museum of Science and Industry. 
Chicago 


president of the 


These speakers were introduced 
by William V. Kahler, Illinois Bell's 
president, who outlined the public 
understanding and science-recruit 
ment purposes of the Bell film series 
noted that Bell had been invited by 
the government to play an impor 
tant role in national defense, and 
said that Bell expects to announce 


three more science films next year 





on such subjects as cosmic rays 


and the weather. 


Dr. Klopsteg urged that educa 
tion build a curriculum to meet the 
need for scientists. Dr. Bartky said 
Our Mr. Sun demonstrates that a 
film can be entertaining and scien 
tifically 


minded the audience that the na 


accurate, Major Lohr re 


tion's security may depend on our 
leadership in science. He cited the 
interest shown by children in dis- 
plays at the Museum of Science and 
Industry as evidence of the value of 
Major Lohr 


vivified his dramatization argument 


dramatizing science. 


by activating a small motor-unit 


(CONTINUED ON PAGE 64) 
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FOR A HAPPY PRESENTATION 





The joy of accomplishment is a universal happiness. 
Especially in the case of a film which is your creation, born 
out of hard work and careful planning. 


Because Precision’s staff of specialists adds its own 
creative efforts to yours by the use of specially designed 
equipment, and by careful handling and intelligent timing 
you might say we are fellow creators, working with you 
to bring out all you’ve put into the original... .Yes, 

and maybe more! 


So, when you turn those 16mm dreams into 

realities, be sure to call upon Precision for the accurate, sound 
and exact processing your films deserve. 

Remember: Precision is the pace-setter in processing 

of all film. No notching of originals 


scene to scene 








L™>—r—~. 
color correction, optical track printing, ~ 
all are the very best... 35mm service, too! L- 4 1 ; L 

| I~ | —s 4. 
{ aay 
—_ , 
you'll see > and hear 





21 West 


46th Street New York 16 New York 


is one best in tilm processing, it's Precision 
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Creative film making 


is not a man.. 








. it is many experienced Kling specialists 
working together as a group 
in the production of industrial and television films 
which merchandise products 


in a creative . eflective way! 


{ reativity. Chuatit " i “~w 


I Phase i the Film Making Ar 


film 
K LIN G productions 


seeley 88-4181 


hollywood: /4\¢ hollywood 3-2141 


Friends Honor Al Fredrick With Testimonial Banquet 
as Veteran Film Distributor Observes His 40th Year 


Oo Few Men comes the privi 
lege of serving for forty years 
in the same field and contin 
uously in the same organization 
Beginning in 1916 with the newly 
created YMCA Motion Picture Bu- 
reau. Alfred L. Fredrick has seen 
the growth of the film from a very 
small industry to one of the most 
important means of effective com 
munication ever devised. 
Reminiscing a few weeks ago 
after a banquet in his honor given 
by his many friends at the Biltmore 
Hotel in New York. Al Fredrick 
recalled the many changes in the 
film medium since he joined it as 


a fledgling 


Began in 35mm “Silent” Era 


Now Executive Treasurer of As 
sociation Films, Ine.. one of the 
leading film distributors in this 
field. Mr. Fredrick has seen the 
medium change from 35mm silent 
films projected on a few hundred 
heavy. bulky projectors to the mod- 
ern era of color and sound and half 
a million lightweight projectors, 

He has seen the change from 
days when a few thousand people 
might see sponsored films each 
week, to today, when the weekly 
audience is more than twenty mil- 
lion. 

When Al Fredrick joined the 
YMCA in 1916, the Y was then 
becoming very active in industrial 
work. This meant the forming of 
Y branches in industrial towns that 
could bring educational, social and 
sports facilities to young men work 
ing in the factories. Part of the 
educational opportunities the Y of- 
fered were information films about 
industry, provided by leading com 


panies. 


Bureau Encourages Production 


lt became the job of the Motion 
Picture Bureau to encourage the 
production of such films, and to 
distribute them throughout the \ 
system 

Later, when the advantages of 
these films became apparent among 
other groups, the Motion Picture 
Bureau was able to provide them 
as an extension of its service. 

Mr Fredrick remembers that 
during the Mexican Border troubles 
in 1917 the YMCA regularly 
showed sponsored films to huge 
crowds of soldiers. Pictures of these 
audiences were sent to prospective 
sponsors, showing the crowds of 
people attracted by industrial films. 

Many of the leading companies 
whose films were distributed by the 


YMCA Motion Picture Bureau be 





Al Fredrick . . . film pioneer 


fore 1920 are still distributing 
through Association Films today 
Some of these are the Bell Tele 
phone System. Artiastrong Cork, 
DuPont, General Electric, Metro 
politan Life. Reed & Barton, Ar 
mour, National Biscuit. United 
Fruit and Carborundum 

People didn’t travel about as 
much in those days, and the out 
door skowing of films was an im 
portant event in many small com 
munities. Al Fredrick remembers a 
letter he got from a YMCA man in 
southern Illinois saying what a 
thrill they all got out of General 
Electric’s epic film, Aing of the 
Rails—first time most of the chil 
dren in the town had ever seen a 


railroad train. 


Showings to Industrial Workers 


Despite the bulkiness of the old 
time projectors (some of them 
hand-cranked), inflammable film 
and strict fire laws, the YMCA peo- 
ple went far and wide to find good 
audiences for films. For instance. 
in Worcester, Mass., films were 
shown three nights a week in the 
public park, providing education 
and entertainment for industrial 
workers. At the Babcock & Wilcox 
plant in New Jersey, the Foremen’s 
Club used to show films at lunch 
hours in one of the empty boxcars 
on the company railroad siding. 

While the YMCA was the first 
distributor of sponsored films. 
others looked at the rapidly growing 
business and for many years the 
Hollywood companies would make 
sporadic entries in the field, only to 
find that dealing with teachers 
ministers and service groups was a 
far cry from the hurly burly of 
theatrical mores. The Motion Pi 
ture Bureau always functioned as a 
public service, and its methods of 
dealing with film borrowers then 
have set a standard for all non 
theatrical film distributors today. 

As an example, during the early 


(CONTINUED ON PAGE 70 


BUSINESS SCREEN MAGAZINE 








ATLANTIC CITY, N. J. — Filming the 
1956 Miss America Pageant in the resort's 
huge convention hall was a tough assign 
ment for Winik Film Corporation, New 
York City, since only available light was 
used. But cameraman Fred Fordham 
chose Du Pont’s new high-speed “Supe 
rior” 4 Motion Picture Film and turned 
out top-quality pictures ...with an illu 
mination of about 40 foot-candles! 
Thousands of TV viewers saw the filmed 
portion of the show on the ABC-TV Net- 
work, sponsored by Philco Corporation 
The pictures were clear and sharp with 





ILLUMINATION: Lane 
APERTURE 
wf entiimigien es FOOT-CANDOLES 


REQUIRED 


New, High-Speed DuPont “Superior” 4 
Captures Miss America Pageant for TV 


a full scale of middle table 
below for recommended exposures ) 

High-speed “Superior” 4 has an expo 
sure index of 320, Daylight; 250, Tungs 
ten, with a combination of medium-fine 
grain and extreme latitude. It’s available 
in 35-mm and 16-mm sizes and is espe 
cially designed for theatrical tele 
vision work, 

NEW Du Pont “Superior” 4, Type 928 
Motion Picture Film is available now! 
Take advantage of its speed, latitude, fine 
grain and full panchromatic reproduction 
in your own motion-picture work 


tones (set 


and 


f:1.4| f:2.0| f:2.8) f:4.0| f:5.6| f:8.0 
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MOTION PICTURE FILM 





















Winik camera crew films 





Parade of States 


FOR MORE INFORMATION, contact your near 
est Du Pont Sales Office (listed below) or the 
Photo Products Depart 
Wilmington 98 
Du Pont 
Toronto 


Du Pont Company 


ment Delaware. In Canada 


Company of Canada Limited 


SALES OFFICES 


Atianta 8. Ga 205 Peachtree Building 
Boston 10, Ma 140 Federal Stree 
Chicago 30, til i} Touhy Ave Lincolnw 


eveland 16. OF enter Ridge Road 
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2748 West lath Street 
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8, Delaware 
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riters. 


We have an opening for a 
capable, experienced writer of 
mouon pictures, slide-films, 


and /or meeting programs. 


The job requires straight 
thinking, hard work, and a facile 


creative mind. 


It offers tremendous variety 

of assignment, the opportunity 
to share ideas with other top 
creative minds, and to work 
with many of the nation’s 
outstanding business people 


as well as a good income. 


Oat rend. fE 


rHE COMPLETE 
408 Wisconsin Avenue, Norruwi 


FILM PLANNING SERVICE 
r* Wasnineron 16, D. C.* Emenson 2-4769 
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Wonder Where All Those Christmas Cards Came From? 


The Creation and Making of Greeting Cards Is Depicted 
As “Design for Sentiment” Tells the Rust Craft Story 


* In this month of “Season's Greet 
ings. colorful f ards appear as prey 
alent as evergreen needles and red 
ribbon. Greeting cards, of course, 
never are out of season since, in the 
flow of human events. there always 
is a reason for greeting. 

The story of one outstanding suc 
cess in the industry of manufactur 
ing greeting cards is told in Design 
jor Sentiment, a 27-minute color 
motion picture sponsored by Rust 
Craft Publishers, Dedham. Massa 
chusetts. The Rust Craft story be 
gan, appropriately, in the Christmas 
season. During the Yuletide of 1906, 
in Kansas City, Fred Winslow Rust 
pubished his first greeting card. 
Simple in sentiment and design, the 
card introduced the French-fold and 
was the first to be enveloped, More 
than five-thousand cards were sold 


a record for those days. 


Headquarters Moved to Boston 


By 1913, Fred Rust and his 
brother Donald had begun a na 
tional business with headquarters in 
Boston. Improved production, sales 
techniques and mergers enlarged 
the enterprise to accommodate the 


growing, greeting population. To 


Jimmy buys oa birthday cord for Mom and 
learns about the origin of greetings 


day, at the new plant in Dedham, 
which serves the entire United 
States, 700,000 cards are processed 
and boxed daily. Approximately 
three billion Rust Craft greeting 
cards are sent each year some 
700 cards a minute 

Rust Craft cards also are manu 
factured in Toronto, Canada: 
Leeds, England: Rio de Janeiro 
Brazil; Melbourne, Australia: and 
Wellington, New Zealand. Card 
printing plants are being established 
in Sweden and France. 


Design for Sentiment. produced 
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Rust Croft's new plant at Dedham, Mass 


by Bay State Film Productions, 
Inc., Agawam, Massachusetts, ex 
plains how the Rust Craft industry 
developed, what makes it go. Jimmy 
enters a store to buy a birthday 
card for Mom and learns about the 
origin of greeting cards, the 1500 
Rust Craft peope who produc e bil- 


lions of greeting cards annually. 


Analyze Trends in Preferences 


Scenes at the Dedham plant illus- 
trate how trends in public prefer 
ence are analyzed, how writers and 
artists stimulate and respond to 
those trends: how many mec hani al 
processes multiply the creative ideas 
into millions of cards. Production 
sequences feature four-color presses 
printing 4,000 sheets of cards an 
hour. Rust Craft presses use 10 tons 
of colored inks and 31% million 
pounds of paper in one year, 

Viewers see how cards are die-cut 
into various shapes and how rib- 
bons, satin, crystals and other orna- 
ments are applied in the decorating 
of cards. Research, original art 
work, lithographic preparation, 
printing, silk screening, leafing, cut- 
ting. inspection, folding, order fill- 
ing and shipping, merchandising 
from such toil come the stacks of 
attractive messages of friendship. 

Design for Sentiment is being dis- 
tributed as a public relations sub 
ject on free loan from the sponsor 
at Rust Craft Park, Dedham, Mass. 


Below: high-speed die-cutting for the billions 
of cards annually at Rust Craft. 
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Success Minded TV and Film Pros 



















CECO PROFESSIONAL FILM 
VIEWER, permits editor to 
view his film from left to 
right on a large, brilliantly 
illuminated screen. Easy 
threading, portable, will not 
scratch film. Viewing screen 
size is 5%” x 4%". EDIO- 
16mm model. Also available 
with sound reader installed. 


..- look to CECO for 
Top tools and techniques 


As most Pros know, CECO is headquarters for the 
world’s finest cameras, recording and editing 
equipment and photographic accessories. But 
CECO is more than that. It maintains the finest 
service department in the East—also an engineer- 
ing and design department. CECO is always happy 
to consult with film makers—either beginners or 
Academy Award Winners—about their technical 
problems. May we help you? 





































































$350.00 viewer only; addi- 
tional $75.00 with coun- 
ter; additional $150.00 


with built in sound reader 







CUTTING AND EDITING 


TABLES are of heavy Wa... 
. gauge all-steel con 
Pw 6 struction. Rigid frames ~ 
" always level; 
block-front exten { 
. 
sions for all rewinds; « 
° 













channel slide drawers 
° ° Baked enamel finish 
. Various models and 
. sizes with light box, 
° switch, utility drawer 
. 3’ x 4' « 34” Formica top 
° film rack——no drawer $71.50, 


other sizes available. 


SY45-CECO "'FILMETER' STOP 





5000 Watt— $175.00 ° WATCH AND TIMER For 35 and 

‘ 1émm cinematography. Vs sec 

- ond intervals. Black figures in 

GR39-COLORTRAN GROVERLITE “5000” SENIOR CL13-CECO 5000 WATT CONE LIGHT. Shadow ° dicate film footoge consumed 
KIT contains two Senior Lights with Senior less, will flood a large area with soft light. . for 35mm; blue figure for 16mm 

Converter, 2 stands of chromed steel with Can be placed close to actors who are able P Red figures indicate time con 
column supports, pocked in 2 fibre cases. to look directly into it without blinking. Com sumed. Registers to 12 minutes 

GR40-same, with Master Converter. We also plete with switch, 25 ft. cable and yoke. . Time out for interrupted opera 

handie the full line of Mole-Richaordson & ° tion. Chrome finish, anti-mag 
Bordwell McAllister lighting equipment. 2000 Watt— $110.00 750 Won—$75.00 . netic. Available with slide re 
- lease or pushbutton $14.50 up 





MOVIOLA FILM EDITING MA. 
CHINES "SERIES 20" designed 
so that short pieces can be 
used without putting the 
films on reels. Picture size 
3” x 4" on 35mm models 
ond 2%" « 3%" on 16mm 
rear projection-ltype screen 








. Some models are equipped 
X1-ARRIFLEX témm_ Incorporotes all ’ ° 
advantages of Ariflex 35mm Camera, 
with mirror reflex system which per- 
mits viewing and focusing through 
taking lens while camera is in opera- 
tion. Viewfinder shows clear, well- 
defined image correct parallax, unin- 
verted and right—side-up; eyepiece 
has 10-power magnifier. 3-lens tur 
ret. Accepts 100-ft daylight loading 
spools; also accessory 400-ft maga- 


with reel spindles. Can be 
reversed by hand-operated 
switches Various models 





available. Also synchroniz 
ers and rewinders 


, SALES - SERVICE - RENTALS 











zines. 
° ADDITIONAL PRODUCTS — Ace Clear Vision Splicers * Editing 
° Barrels * Editing Racks © Electric Footage Timers © Exposure 
. Meters & Color Temperature Meters * Silent & Sound Projectors 
€16$68-CECO AURICON CINE-VOICE CONVERSION e * Screens © Film Processing Equipment © Film Shipping Cases * 
Cine-voice comera modified to accept 1200-ft . Film Editors Gloves * Marking Pencils © Retractable Grease 


magazines; hos torque motor for takeup. Also 
includes Veeder footage counter. 


$450.00 conversion only 


Write for prices on complete Cine-voice 
comeras, converted for external magazines ; 
ond all other models of Auricon Cameras, » Ramen C TUCKER 


(+ AMERA CQuIPMeENT Cale 


Dept. S$ 315 West 43rd St., 


Pencils © Rapidograph Pens * Flomaster Pen Sets * Kum Kleens 
Labels * Blooping Tape * Blooping ink * Dulling Spray * Alpha 
Ray Plutonium Lipstick Brushes © Filters © Number and Letter 
Punches © Camera & Projector Oil 









Prices Subject to Change Without Notice 





' FOR * * In December we viewed the motion pictures 
“ [ | F ET | M F” Hight (tT the Heel and slidefilms submitted by members of the Na- 


tional Council of Farmer Cooperatives, serving 
REELS & CANS 


as one of the jury on information services for 


A COLUMN OF EDITORIAL COMMENT the National Project in Agricultural Communi- 


cations. 


{Oss " +H , 0 e ears 0 ‘ 
& mo dpe Aaa <% r * The recent Trade Association A-V Survey in 





adventurous months of 1957, there is the duane Set he ae Se ne 
A inevitable final, fleeting glance at the recent C0 iene 5 tas Prat aaa Manatees or 
past \ highlight of late November was the Ninth 
Annual Conference of the Public Relations So 


crety ol Ameri a he Id in Milwaukee. The eles tion 


from the United States Chamber of Commerce 
for reprint distribution of the entire section was 


acknowledged and accepted. 





of Dan J. Forrestal, public relations manager for * The section devoted to “Educational Motion 
the Monsanto Chemical Company as the new Pictures” in the 1957 Encyclopaedia Britannica 
PRSA president is a good omen for films. Dan ‘Book of the Year” was completed and accepted 
has been identified with such fine pr films as for publication. This includes an annual round 
Decision jor Chemistry and The World That Na up of both educational (classroom) and spon 
INSIST Vv ON... ture Forgot at Monsanto and has a real appre sored film production, highlights of the year’s 
ciation of the potentialities of the screen medium award Winning films and other events. I 


It was our privilege to participate in a panel Our Editorial ‘‘Quote of the Month” 
Seen cn The Public Relations | =f of Audio x W, 


like these shining words by B. Brewster 
Visual Aids” at Milwaukee. Participating with 


Jennings, chairman of the board, Socony Mobil 


Compco reels and cans offer you more plus value us, under the chairmanship of Nicholas Popa, pr Oil Company, Inc. (exe erpted from his recent 
‘ ; s 
than any other! They combine on unusual durable | ; 
director of Byer and Bowman, were E. Dent 66 > * 
quality with on attractive scratch resistant enamel ‘ essay \ Rix her Life in a Poorer World F 
finish thet puts them in oa class by themselves! Lackey, Carborundum Co pr manager and Frank “Man's greatest discovery is not fire. or the 
yp 3 
They're the only reels manufactured under pre A\rlinghaus preside nt of Modern lalking Pic ture vheel or the imtern il combu tion engine of 
v « s —_ 
cision control” methods. Made of tempered, spring Sery iT 
‘ fr w 
type steel, with die-formed sides—they won't warp shia atomic energy, or anything in the material world. 
bend of twist and completely eliminate film \ highlight { the evening filrn seasion for It is in the world of ideas. Man’s greatest dis 
| wearing rubbing during projection and rewinding ' 
J i . »s u , , . « te greeme Ly 
Whether you're stering, shipping or showing PRSA members was the showing of The Ameri covery is teamwork by agreement nd 
Compeo reels and cans give you that sate tor can kngineer a Superscope color filrn produced e . . 
d. We Russia Leads U. S. in Engineer Grads 
life pr a your precious films need. Insist on by he Jam Handy Organization for ( he vrolet . . g 
Compeo for the finest in reels and cans 9. : ~ : x = . , 
Having played some 5,000 theatres by the year’s * Last year, according to Science ervice, the 
‘ 2 + / ne ers 8 
COMPCO CORPORATION end, this inspirational film is now scheduled to Russians graduated 63,000 engineers as com 
, , "as N ‘ Pp Gt I FT rwo 
| aa75 w. s0 Paul Ave., Chicago 47, ilinois go into 6mm release (CONTINUED ON PA adit 
ams i 










Sometines We Overlook The Obvious! 


The nationally recognized quality built into Calvin production work is 
available to you — as a Calvin services customer. Our standard of quality 
in 16mm film* is a PLUS value — a producer's understanding of other pro- 
ducers’ needs. Just one reason why we are working in partnership with 
hundreds of other producers today! 





VY Complete Productions 

VY All Production Services oid nga: 
VY B/W or Color Printing and Processing as $ 
V Projection Equipment : 
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THE CALVIN COMPANY 








1105 Truman Road Kansas City 6, Mo 
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Another Big Reason Why United's 
Distribution Is Better 
For Your Sponsored Films... 








Advance Booking Notices For Use 

In Local Sales Promotion... 
As soon as the film booking is made, United supplies an 
Advance Booking Notice. This is an indispensible aid in 


planning local PR and/or sales promotion tie-ins, etc. 








As United World Films’ nationwide distribution network 
delivers increasing thousands of new sponsored film 
audiences, a most significant factor is the Certified 
Record of Exhibition provided for each booking. This 
form comes to the sponsor complete with the actual 
audience reaction; these original reports give the un- 


biased opinion of the viewing public and detailed re- 





actions on the film. A sample of United World's exclusive 


Record of Exhibition is shown at right. 


c 











—— , UNITED WORLD FMS, ine 
1445 PARK Avenue 
ADVANCE BOOKING NoTK f “iw YORK 29m ¥ 


"ey 
UNITED WORLD 
KEEPS ITS CLIENTS 
WELL INFORMED! 





To | " . 


ee, 





CONTROL COFT 





NITED WORLD HOME OFFICE 








Complete Monthly Reports With 
Important Statistical Breakdowns... 


Every month, each United World Films’ sponsor receives 
a full report of showings. Complete cumulative statistical 
information on your sponsored film's progress in the 


field is thus provided as another of United World's 





complete and exclusive nationwide distribution services. 


Booking playdates and shipping prints isn’t all 
there is to sponsored film distribution. True, 
United can give your film the widest posible 
audience because of its vast nationwide volume 
More 


than that, however, United provides a unique 


in theatrical and non-theatrical markets. 


information service to sponsors that keeps you 


informed of your film's every move. 


From the Advance Booking Notice to the Com 
plete Monthly Report you have at your finger- 
tips the kind of analytical and statistical infor- 
mation, (types of audiences, group age levels, 
all are supplied by United), to make your job 
easier. 


This is the kind of plus service you would expect 
from the only MAJOR film company in the 
sponsored field (United is a wholely owned 
subsidiary of Universal Pictures Company, Inc.). 
Another big reason why sponsors are switching 
to United World! 


Write today for your personal copy of United's 
latest distribution brochure which contains valu. 
able information for you. 





Now Serving: B. F. Goodrich Company, National Live Stock and Meat Board, U. S. Depart 
ment of Defense, Association of American Railroads, Armour & Company, Port of New 
York Authority, U. S. Atomic Energy Commission, Natural Rubber Bureau, Westinghouse 
Air Brake Company, U. S. Public Health Service, Eastern Airlines Mutual 
Alliance, Lenox China Company, American Stock Exchange, Seaboard Railroad 


American 


Airline 





A Division of Universal Pictures Company, Inc. 
1445 PARK AVENUE © NEW YORK 29, WN. Y¥. 
TRafeiger 6-5200 








Nationwide Film Service Via 
43 Film Distribution Offices 


COAST TO COAST 
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MAKES 
SENSE 








Here's Why 


—Weighs only 13 Ibs. 


Distributes the sound evenly in all directions; so you 
don’t have to maneuver your audience to certain posi- 
tions so they can hear. 


No gauze in front of speaker to kill the sound. 
Has a built-in shadow-boxed screen for small groups. 


Has compartment to carry and PROTECT eight records 
up to 12-inch and eight films. 


Sound and picture for 50 to 100 people. 
Has extra durable and trouble free pickup. 


Has 150-watt Society for Visual Education Q3 projector 
with coated lens and push-in threading. 


Three speeds. Plays all kinds of records up to 16-inch. 
Sits flat, as a good sound slidefilm machine must. 


Case completely closed—no dirt can get in. 





Guaranteed for one year. 


isk for full information, including our rental plan. 


McCLURE 


1115'2 West Washington Boulevard 


Chicago 7 CAnal 6-4914 





LARGER MODELS IF 


YOU NEED 
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Advancing the Cause of Medical Visual Educction 


Speakers at Medical Motion Picture Workshop Are 
Announced; to be Held in Kansas City on February 4-6th 


PREPARATIONS are being com- 
pleted for the Medical Motion 
Picture Workshop to be held on the 
sound stages of The Calvin Com- 
pany, Kansas City, Missouri, Feb- 
ruary 4, 5 and 6, 1957. An optional 
session will be held Thursday, Feb- 
ruary 7, at the University of Kansas 
Medical Center, in Kansas City, 
Kansas. 

The workshop has been arranged 
for the benefit of medical film pro- 
audio-visual 
personnel by members of The Cal- 


ducers and medical 


vin Company in cooperation with 

Graham Eddy and L. Paul Flory, 
chief and assistant respectively of 
the Medical Illustration Division of 
the Veterans Administration—and 
with audio-visual directors of na- 


tional medical societies. 


Panel Discussions and Film Showings 


Guest speakers, panel discussions 
and film =f reenings have been 
planned to assist producers and 
users; to illustrate the history, in- 
creasing use and broadening pro- 
duction of motion pictures in the 
various branches of medicine and 
health, and to stimulate the intelli- 
gent application of films in educa 
tion 

Scheduled to speak at various 
workshop sessions are: Ralph Creer, 
director, Motion Pictures and Medi 
American Medical 

Kdward Foster, 
director of Fducation, Medical 
Audio-Visual Institute of the Asso 
ciation of Medical Colleges; Mervin 
W. La Rue, Sr., 
vin W. 
Markee. 


cal I levision, 
Association: Dr. 


president of Mer 
La Rue, Ine.: Dr. 


Department of Anatomy, 


Joseph 













WRITE FOR 
CATALOG 


The Nation's Exelusi 
Source of the (R 
Film Shipping Casex<. 


IT MAKES 
HEAVY DUTY ae) 


SHIPPING CASES 
FOR ROUND FILM CANS~~. 


Duke University School of Medi- 
cine; Dr. John L. Meyer, II, U. S. 
Public Health Service Hospital; Dr. 
David Rue of the University of 


Kansas Medical Center: Warren 
Sturgis, president of Sturgis-Grant 
Productions, Inec.;: Sy Wexler. 


Churchill-Wexler Film Productions: 
Miss Bertha Landers, director of 
films, Public Library, Kansas City, 
Missouri, and Miss Helaine S. 
Levin, film librarian, 
Library and 


Bureau of 
Indexing Service, 


American Dental Association. 
Register Via Medical, Science Groups 
The workshop is open to anyone 
interested, though first considera 
tion has been given to persons reg- 
istering through leading medical, 
science and related groups. Since 
November 1, reg 
open to the general public. A tuition 
of $60 covers all sessions including 


istration has been 


u workshop banquet and the Op- 
tional session. All attending have 
heen requested lo arrange their own 
hotel reservations. Each person at- 
tending will be presented with a 
workshop notebook and other in- 
formational materials. 

Registration forms are available 
from: Medical Motion Picture 
Workshop, The Calvin Company, 
1105 Truman Rd., Kansas City 6, 
Missouri. Registration must be 
made and tuition paid before Jan- 


uary 14, 1957. 1 


. . . 
7th Production Review Next! 
* The 7th Annual Production Re- 
view Issue of Business SCREEN will 
be published in February, 1957. 
Listing invitations will be mailed on 


to eligible producers. ® 


January 2 





a 





e No corners mean no weak points 
® Made of hard vulcanized fibr: 
e Heavily varnished outside and 


inside to make them even more 
waterprool 


® Durable handies and web straps 
on all sizes 


© New flat type buckles for 
stacking 


WM. SCHUESSLER : Dept. B 


361 WEST SUPERIOR STREET 


CHICAGO 10 - ILLINOIS 
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HOW DO PEOPLE 
JUDGE YOUR 
COMPANY? 


By your product or service? 

By the service you give your 
customers? 

By your policies? 

Well, all these things count. 
But . . . to most of your custo- 
mers, your SALESMEN are the 
company. 

Their reputation is YOUR repu- 
tation with your customers. This 
means that your salesmen must 
be able to impress your custo- 
mers with their sincerity, de- 
pendobility, interest. 


There is a knack to doing it. 
Show them this knack with: 


“HUMAN RELATIONS 
IN SELLING” 


part of the outstandingly suc- 
cessful sound slide program... 
AGGRESSIVE SELLING 


You may obtain a preview 
without obligation. 


Write for details. 





Rocket Pictures 
INC. 


6108 SANTA MONICA BLVD. 


HOLLYWOOD 38, CALIFORNIA 


& 
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international Films Program 
Stirs Interest in AMA Meeting 
*An_ international medical film 
program—-a new feature being 
prepared for the 1957 annual meet 
ing of the American Medical Associ 
ation—is stimulating much interest 
abroad, according to Ralph P. 
Creer, director of Motion Pictures 
and Medical Television, (American 
Medical Association. The many ap 
plications arriving at AMA head 
quarters indicate the association 
will have an extensive program of 
medical films produced in other 
countries. 

The international film program is 
designed to bring before doctors at- 
tending the AMA meeting outstand 
ing motion pictures from overseas 
sources dealing with many aspects 
of medical science, The film pro 
gram is in support of the People-to- 
People Program, launched by Presi 
dent Eisenhower this summer, in 
which the medical and health pro 
fessions are cooperating under the 
chairmanship of Dr. Louis H. 
Bauer, secretary -general of the 
World Medical Association. 

In connection with the film pro- 
gram, to be held at the Barbizon 
Plaza Hotel in New York City, 
June 3-7, 1957, a discussion is 
planned on the problems of a frees 
international medical film exchange. 
Representatives of all countries in 
terested in dissemination of medical 
knowledge by the film medium are 
invited, Special social events will 
provide an opportunity for partici 
pants to meet and discuss problems 
of mutual interest. 

The film program will be sched- 
uled so as to permit participants to 
visit scientific exhibits and other 
programs, including color television, 
as guests of the American Medical 
Association. Although the film pro- 
gram is in no way competitive, a 
Certificate of Participation will be 
awarded to each film of distinction 
selected for showing. 

Applications for the program and 
further information can be obtained 
from the American Medical Associ 
ation, Motion Pictures and Medical 
Television, 535 N. Dearborn St. 


Chicago 10, Illinois, Ly 


. * * 


7th Production Review Listing 
invitations Mail to Producers 
* Listing invitations for the BIG 
7th Annual Production Review issue 
of Business Screen will be mailed 
shortly after January 1, 1957. Pro 
ducers are invited to submit com 
plete details on services, facilities 
and experience for the most au 
thoritative Buyer's Guide, now used 
year-round by more than 10,000 
U.S. and Canadian companies, ad- 
vertising agencies and trade groups. 


1956 





We clean up... 





New England Film Fair Held 
in Boston, November 16-17 

* Showings of new informational 
motion pictures and addresses by 
authorities in the industrial and 
educational film fields formed the 
program of the New England Film 
Fair, held at the Museum of 
Science, Boston, Massachusetts, No- 
vember 16-17. 

The New England Fair, con- 
ducted under the auspices of the 
New England Film Guild, was spon- 
sored by the Museum of Science, 
the Boston Public Library, and the 
School of Public Relations and 
Communications, Boston Univer- 
sity. 

Leading off the first day’s pro- 
gram were John Flory, advisor to 
the Eastman Kodak Company on 
non-theatrical films, who spoke on 
“The Non-Theatrical Film in the 
Service of the Community Today,” 
and Nathan Zucker, president of 
Dynamic Films, Inc., New York, THIS DISCIPLINI 
who spoke on “Films in Business 
and Industry.” 


Reports on Film Cooperatives IS PAINFUL 





Other talks presented on the No- Do your supervisors enforce pain 
. ye ful discipline—or fair, understand 
vember 16 program included: “Mas , : : tare sea 
a ing, and impartial discipline? 
sachusetts Film Cooperatives,” by 
Kelsey B. Sweatt, in charge of the Effective discipiine is of vital im 
Office of Audio-Visual Services. portance to your business. It's the 
Massachusetts Department of Edu- lubricant that will give yous 
cation; “Films in Education,” by smooth-running organization. 


Glen Burch, director of Study and Show your supervisors the provec 


Discussion Development, Fund for techniques of: 


Adult Education; and “Films in the “MAINTAINING DISCIPLINE” 


International Geophysical Year,” 





by Peter K. Hollander, film direc- part of an outstanding sound slide 

tor, WGBH-TY. program SUPERVISOR TRAININC 
Concluding the first day program ON HUMAN RELATIONS, whict 

Was The Hunters. a film on African includes: 

bushmen, produced by the Film @ “THE SUPERVISOR'S JOB’ 

Study Center of the Peabody Mu- @ “INDUCTION AND 

seum, Harvard University, and pre- JOB INSTRUCTION” 


sented by John K. Marshall. 


Screenings of medical and other © “HANDUNG ” 
... before we do your work xcience subject films were featured ahem 


on the second day of programming. @ “PROMOTIONS, 
These films included: Secrets of the be yty teeny 
Heart, written and directed by RESPONSIBILITY” 
George Stoney for the American © “INTERPRETING 
Heart Association and presented by 
the Massachusetts ha Associa- COMPANY POLICIES” 
* RCA Sound Recording tion; "he Case of Charles Brown, @ “THE SUPERVISOR 
» Battie a new film on rheumatoid arthritis, ASA REPRESENTATIVE 
° prouuced for the Massachusetts OF MANAGEMENT 
* Processing om “PROMOTING 


* Printin Color and Black-and-White KNIGHT TITLES... COOPERATION” 
a add te the propessianal You may obtain a preview 


without obligation. 


dignity of your bile Write Dept. S for details 


CA PITA _ HOT-PRESS TITLE a SINCE 1938 2, D 
FILM LABORATORIES, INC. AM 


INC. 
1906 Fairview Ave., N. &., KNIGHT TITLE SERVICE 


2 6108 SANTA MONICA BLVD 
Washingten &. ©. SG. Phone WA thine 4-6688 HOLLYWOOD 38, CALIFORNIA 
LAwrence 6-4634 115 West 23rd Street New York 11, N.Y. 


* Magnetic Laminating 
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Chapter of the National Arthritis 
and Rheumatism Foundation by 


Boston University. presented by 
Homer J. Dietmeier: Atomic 
ichievement, a film presented in 
this country for the first time by 
Allon Barker, information officer. 
British Consulate General. 
Elliott on Classroom Films 

Other presentations were “Films 
in Physiology,” presented by the 
Department of Physiology, Harvard 
Medical School: “Wildlife Film 
Techniques,” presented by Dick 
Borden, demonstrating the “sneak 
boat,” camera gun and other, equip- 
ment; “Films in the Classroom,” 
presented by Godfrey Elliott, presi- 
dent of Young America Films\tne. ; 


“Learning through Films,” present Vinge) Peale 
ed by Nathan Maccoby. Ph.D.. 
chairman of the Division of Re- 
search, School of Public Relations FILM 
and Communications, Boston Uni- 
tog r SPLICER 
Bell & Howell Sponsors A-V 
Demonstration Day in Chicago 
* The latest developments and 
methods of audio-visual teaching — 
and training were demonstrated to 
industrial, educational and church 
leaders at the Sheraton-Blackstone 
hotel in Chicago throughout the 
day of December 6th. 

Called “Teaching and Training 


with Sight and Sound,” the day of 





c demonstration was sponsored by 
Bell & Howell Company, Chicago 


and four Chicago-area audio-visual 


HE 


dealers: Austin Camera Co., 602] 
W. North Ave.: Midwest Visual 
Equipment Co., 3518 W. Devon; 
Photo-Sound Equipment Company 
6544 S$. Halsted: and Photo Serv 


ice, Des Plaines—a Chicago sub 




















FILM-EDGE 
NUMBERING MACHINE 


(Coding Machine) 





—-— >= 








An important aid and time saving device which enables the Film Editor to 
quickly tie together the picture and sound track in perfect synchronization 
is the HFC film edge numbering or coding machine, The machine numbers 
every 16 frames in 35mm. The 16mm model numbers every 40 frames, The 
numbering block generally consists of two letter wheels or one number and 
one letter wheel manually operated and four number wheels which move 
automatically and number the film from 0001 to 9999. All numbers can be 
reset by hand to begin at any number 


urb. 

The event, which attracted over a 
thousand visitors, was a most su 
cessful prelude to what the com- 
pany hopes will be similar programs 
in other large U.S. metropolitan 
centers in °57. 1 


U.S. GOLF 
ASSOCIATION FILMS 


“Rules of Golf Etiquette’ 
“Inside Golf House” 


“Play Them As They Lie” 





fnNMm ib} (35MM MODEL) 
ENM.-16-—(16M@M MODEL) 


$2500 F.0.8. HOLLYWOOD 





equipment reels. cans and 


m HOLLYWOOD FILM COMPANY 













RENTAL $15.00 EACH 





NATIONAL EDUCATIONAL 
FILMS, INC. 
1560 BROADWAY 
New York 36, N. Y 
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Lightest 

lémm sound projector 
only 29 Ibs.) and now easiest 
on film (features new automatic salety switch Light 
weight, compact, easy to thread. Movie-Mite is ideal 
for every use. Write for folder. Only $298.50 


The Superb 


DMATIC 


A smart modern cabinet-type dis 
play unit thet projects 30 slides 
doubletrame) in brilliant color 
changing every 6 seconds for 


store, convention of window dis 





play. New, brighter screen 


—and the New 
‘‘CINEMATIC’’ 
lémm continuous movies in trou 


—-—_------ 


5 


Ste iT NOW! 


inspect .O. Film 


is more rugged, 
speedier, quiet, 
automatically de 
tects torn sprocket ; 
holes, punches we 


broken film, other 





detects that cause 


poor showings Special Model * / 
Counts splices and “Editor” also 

cleans film. A j | available for 
descriptive } r TV stations 

hooklet sent j 4 A 


produc ers 
on request 


| Latest Model ® 
' 


— New, Automatic 
HOT SPLICER! 


with controlled electric 


Inspect-O-Film 


heat, automatic preset 
depth scraper. A real 
value try on 10-day 
free triall Precision made 
easy to maintain. Models 
for negative or positive 
use, combination Bmm 


lémm or 35mm 





PROTECT-O-FILM PREVENTS SCRATCHES 


Werks four ways to increase film life 
improve projection quality. Cleans com 

¥ pletely, reduces weer, prevents dirt and 
dust collection, strengthens film base 
Try this amazing film conditioner your 
self, Pint, just $1.75 


| 
| 
| for full information, check the items you're interested in 
| 





tear out this ad and send with your neme and eddress te 


“THARWALD" 
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STORIES OF THE MEN BEHIND THE SCREEN: 


Sid Solow: a Practical Visionary 
Who Took Horace Greeley’s Advice 


rUven Minures Beronre the start of a recent 
| Western Division meeting of the Society of 
Motion Picture and Television Engineers, Sid 
Solow was asked to address the group on the 
latest developments in the field of magnetic tape 
video recording. That last-minute request, an 
unusual leparture from the Society's planned 
format, was significant testimony to the excel 
lence of Mr. Solow’s talk on magneti« Lape the 
preceding evening before Holly wood members 
of the American Society of Cinematographers. 
Naturally Mr. Solow accepted the SMPTE’s 
hasty invitation. And as he stood at the lectern 
and conics again faced his many friends and 
associates, his mind may have drifted back to 
that memorable day in December, 1936, when he 
initially arrived on the West Coast. That was long 
ago. The passing years must have brought many 
to Sidney Paul 
Vice-President and General Manager of 
Consolidated Film Industries 


changes and much satisfaction 


Solow 


Fort Lee’s Chief Chemist Meets a Challenge 


loday, after twenty years, Sid still recalls his 
excitement on arriving in Los Angeles. He was 
twenty-six years old, with a degree from New 
York University and five years experience as 
Chief Chemist at CFI’s Fort Lee plant behind 
him. Now he would be living and working in the 

Capital” of the world’s film industry. It was a 
challenging opportunity and he was anxious to 
vet started, 

( hemi al Department operations were a major 
problem when Solow took over. Many were the 
days he worked ’round-the-clock to analyze solu 
tions, test formulae and conduct endless experi 
ments in a determined effort to maintain chemical 
consistency. Before long, things began to hum. 
With a great amount of technical know-how and 
an amazing display of organizational ability. 
young Solow soon had his department function 


ing with unpre¢ edented eth ency. 


Becomes Plant Superintendent a Year Later 


Now that he could afford to turn his attention 
elsewhere, Solow devoted every spare moment to 
examining other laboratory procedures. ‘Time 
after time, he would study operations in other 
departments and make suggestions for improve 
ment \ 
lop management began to watch this fellow 


carefully 


good many of his ideas were adopted. 


His work was beyond reproach; he 
Was creative he knew how to get along with 
people. Previously he had been highly esteemed 
by co-workers at CEI’s Fort Lee. New Jersey 
laboratory during his initial years with the com 
pany. No one who really knew Sid Solow was 
surprised, therefore, when he was appointed Plant 
Superintendent in 1937, just one year after ar 
riving in Hollywood. 

From then on, Solow’s advancement was a 
matter of time He assumed more and more 
responsibility as laboratory operations becam« 
increasingly complex. In 1939, Sid Solow pion 
neered the installation of l6mm processing equip 
ment at the Hollywood plant. He was one of the 


first to foresee the tremendous impact of TV on 
the film industry and he diligently studied every 
aspect of the subject, including electronics, long 
before most people were even aware of tele- 
vision’s existence. In 1942, with the war on and 
the laboratory bustling with vital government 
work, Sid was named General Manager of Con- 
solidated Film Industries. 


Consolidated Begins a Decade of Expansion 


Under Solow’s guidance, and in association 
with Ted Hirsch, Laboratory Superintendent and 
Edward H. Reichard, Chief Engineer, Consoli 
dated Film Industries began to expand its opera 
tions. In 1947 CFI processed the first Hollywood 
produced TV film series. By the following year, 
the lab was also technologically prepared to 
process the very first Hollywood kinescopes. The 
plant was stirring with excitement. To Sid and 
his staff, TV seemed just around the corner. 

Today, in retrospect, it appears as though the 
advent of network television surely must have 
been obvious to everyone. But back in 1946 
many of the film industry’s top leaders were not 
so certain. It was the vogue, then, to belittle TV. 
Indeed, quite a few of filmdom’s upper echelon 
honestly believed that television was no more 
than a passing fad. At a time when so much anti 
IV sentiment was rampant, Solow risked his 
career on a decision that to many must have 
seemed like professional suicide. He decided to 
erect an entire laboratory building to process T\ 
film exclusively! With lab income from TV vir 
tually non-existent, Solow’s dream plant and 
equipment would cost more than a_ million 
dollars! 


Complete New 16mm Facilities Ready in ‘53! 


Fortunately, the president of Republic Pic 
tures Corporation, of which CFI is a wholly 
owned subsidiary, is himself a man of vision. 
Herbert J. Yates realized the vast potential of 
television from the onset. He told his General 
Manager to proceed. In 1953, simultaneously 
with the big TV rush, the first complete labora- 
tory constructed from the ground up to handle 
16mm film opened its doors in Hollywood. From 
that moment on, CFI has been one of the leading 
('V film laboratories in the world! 

The new L6mm plant was ready in the nick of 
time, for by 1953 the television industry. with 
its insatiable demand for new program material, 
was screaming for more filmed shows. CFI was 
ready to fulfill the needs of all Hollywood TV 
producers at almost the exact moment of great 


est urgency. 


Named Vice-President of Republic Pictures 


On June 28. 1954, Sidney P. 


named to his present position as Vice-President 


Solow was 


of Republic Pictures Corporation and retained to 
continue his outstanding leadership as General 
Manager of Consolidated Film Industries. 

Sid is a happily married man and devoted to 
his family. In 1937 he married lovely Davida 
Jackson, a professional concert violinist and 
daughter of the late Martin Jackson, well-known 
landscape artist. The Solow’s have three chil 
Benida, 8: and Jeffrey. 7. 


Mrs. Solow has retained her interest in the violin 


dren: Gregory, ll; 


and she is still engaged as a musician with many 
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Sid Solow . . . his “life story” 
introduces a new series . 


SET-UP... 










7th Publicity Film Display . 
Set for Milan, April 12-27 with 


* The Seventh International Dis- 


play of Cinematography for Pub- 
rity, Industry and Technics Ue | oy oY DLA IN TD 


wil! be held as part of the Interna- 


— Milan Samples Fair, April BS C be foal ico N gS 


Pe “So | 

To be accepted for the Display 
competition, films must be publicity In just five second yes, only five fleeting second 
vehicles “exclusively devoted to you can set up a portable Radiant Tripod Screen 


the advertising of the products of This amazingly easy quick set-up is made possible 
industry, handicraft, consumer by Radiant’s convenient, no-stoop “touch of the 
goods, services or whatever else is toe” automatic leg lock and other Radiant design 
the object of commercial activity: ’ 
i features. AND, this is only one of many Radiant 

as well as to the description of the 

. . * advantages that have made Radiant the world 
industrial and technical processes. 
: largest selling screens 
Two Categories for Entries 


In consideration of the entrant's From the compact Jiffy to 


choice, the Display’s ordering com 
sito teens, Public fie ‘te NEW WIDE screens 
and Industrial and technique docu- 
mentary films. 





There 1 a Radiant Screen for 


every projection need, from th 
Films are to be submitted in their Jiffy measuring only 30” x 30 
original editions, size 35mm or to huge CinemaScope-type sereen 


l6mm. Films which are not Italian measuring up to 30 feet. Thi 


or French spoken should preferably includes table, tripod, wall and 


be provided with subtitles in these wall-ceiling screens in a wide 
two languages range of size Send today for the 
t guages. 

, , ew Radiant § Guie vhich 
The jury which will award vari n Radiant Screen Guide, whi 


you how te elect the type of 
ous prizes to the films admitted in - a : 

































: ecens that best fills your ne« 
the Display will consist of a film sia ' , 
producer, two publicity technicians, 
a cinematography critic, one of the < Z 
Milan Fair exhibitors, a private A = RR A ye ys A IN A i, 
citizen, representing the public 7 No vs RADIANT MANUFACTURING CORPORATION, 1225 South Taiman Ave., Chicago 6, If. 
member of the ordering committee 
or person connected with the films —_— ° | o 
~~ TTT = ii 
entered in the competition may act | _ as j 
as a judge, educator 
‘ ff superama we” wall standard 
| ‘ } ° 
Where to Get the Details =e , astomatn 
Details of entry may be obtained terres wrses ressscssee sessse 





from: Ente Autonomo Fiera Milano, ——_————— 


Via Domodossola, Milano. Italy. TABLE-DESK GLASS. BEADED LACE & WALL MODEL AUTOMATIC 
. . . MODEL SCREEN TRIPOD SCREEN GROmmet “« WALL CEILING 
(Cable: Fiera Milano) ; applications , $ PCREEN © SEreront 


for entry into the Display must Were © DQDrdi2nle’ Scvreer <7 2 MCCLE 
reach Display headquarters not later od a CACY 
than February 25, 1957. Ld Available only from authorized Radiant audio-visual dealers 
QUALIFIED PRODUCERS ARE LISTED 


IN THE 7TH PRODUCTION REVIEW 
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Multiple Mitchell Cameras on Mobile Turret ot U.S. Naval Air Missile Test Center, Point Mugu, Calif. Seventeen 35mm and five |6mm Mitchells are used here 


CAMERA BECOMES BASIC RESEARCH TOOL 


Vital Projects Now Heavy Users of Motion Picture 
Cameras With Flexible Performance Range 


Accelerated project work has today put increased 
demands upon motion picture equipment. Because of 
the need for a camera which can perform under a 
broad range of research and development require- 
ments, the Mitchell Camera has today become the 
standard basic motion picture camera used in proj- 
ects in this country and abroad. 


Officio! U. S. Army Photograph 


No other single camera can be used so flexibly, 

under such extreme filming conditions, and for such 

a broad range of cinematography as can a Mitchell 

Camera. In one location, alone, 200 Mitchell 35mm 

pone ge oy ag nang A White Sond; hon ean 90 Mitchetis are weed U8. Novel and 16mm cameras are now in use at White Sands 
lng Grovad, New Menice Ordnance Test Station, Inyokern, Colif Proving Ground. 


Write ay , tterhe; I a 
is ee te, Reechien Gameee la ven Go.at UO Mindell eametas wad to West Vrite today on your letterhead for information 


ot Alr Force Missile Test Center, Cape Cana missiles at Holloman Air Development Center, on the Mite hell Camera line. 
veral, Fleride Alamogordo, New Mexico 


aes 


Mitchell 


CORPORATION 


ne Get J 5 nf 
2 Ri fe i . 


ce Photograph 


666 WEST HARVARD STREET 
GLENDALE 4,CALIFORNIA 


Cable Address: ‘‘MITCAMCO”’ 


Officie! U. S$. Air Force Photograph 
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PREVIEW SELECTIONS OF THE MONTH 


Industrial Design: the Liveliest Art 


J lew INDUSTRIAL DesiGNER has 
fulfilled many roles in these re 
cent years of progress in both func 
tion and beauty of home furnish- 
ings, automobiles and appliances of 
every kind. To the home, as in in 
dustry, the designer has brought 
greater efficiency and eye-pleasing 
appeal, while lowering costs through 
better use of materials and machines 


Beyond the arts of painting 
drama, sculpture, music, literature, 
architecture and dancing, those 
seven lively arts which enrich our 


lives “by giving us new insight into 


life and into ourselves,” is the 
eighth . . . the newest art and per- 
haps the liveliest of all . . . indus 


trial design. The General Electric 
Company's Appliance & Television 
Receiver Division pays an appro 
priate tribute to its contributions in 
anew and very handsome color pr 


ture, The Eighth Lively Art. 


Destined for early 1957 release 
this 23-minute film was produced by 
Kent Lane Films, Inc. from a seript 
by Bruce Henry. In the familiar 


idiom of television's Omnibus pro 
gram. it introduces the talented Roy 
Dean as host commentator. Its pri 
mary. intended audience includes 
women’s groups, clubs and “ hools. 
Prints will also be made available 
for public service tv release. 


Although GE is never mentioned 
on the sound track, the film travels 
an eye filling path through visual 
interpretations of the familiar seven 
lively arts to a skillful delineation 
of the steps required in designing 
modern’ electrical appliances. Mak 
ing full use of stagettes as a means 
of combining illusion and reality 
the creation of appliances that both 
please and serve the housewife is a 
study in contrasts ... the archaic 
models of yesterday and the latest 


creations for modern living. 


Early in its well-spoken track, the 
film establishes its theme idea 
“virtually all of the comfort-bring 
ing devices we have vere influenced 
in some small way iy this art 
| ngineering sees to it that they 
work efficiently. but it is the task 





environment and surroundings 


tion of industrial design are a series 


the produce el 











“The Eighth Lively Art’ introduces a talented young English actor, Roy 


industrial design in modern living 


Blake, photographer Phil Harnden 
and color consultant Henry Ushi 
pita The Kkighth Lively {rt is 
clearly destined to be one of the 
most widely-sought films of the new 
year, Distribution details will be 
forthcoming sometime in January 
from Gk’s Appliance & Television 
Receiver Division, Louisville, Ky. 





“The Most” in Rural Sales Appeal 


es Have Enjovep long and 

merited favor among marketers 
of farm implements and the other 
necessities of Rural America and 
among the untold thousands of farm 
groups who view them in grange 
halls. farm bureau meetings and 
other gathering places. Bringing 
“something different” to the farm 
film audience is a big order; there's 
a tradition of some 45 years in this 
field since International Harvester 
and other pioneer sponsors first 


plowed these fertile acres. 


The first of a new film “series” 
sponsored by Monsanto Chemical 
Company's Organic Chemical Di 
vision, The Most in Posts does bring 
something different—a duo of farm 
film characters named Ollie Gruber, 
a progressive farmer type, and his 
hired man, Humphrey Pottle. The 
Vost also wins its way into farm 
audience popularity with a deft 
handling of situations in true rural 
idiom while it sells Penta-treated 
fence posts with unusual but inof 


fensive vigor. 


Fence mending is one of most 


neglected farm chores (with nature 
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and termites doing constant battle) 
but Penta-treated posts and lumber 
minimize both labor and. in’ the 
long run, the cost of that problem 
Farmer Ollie Gruber is the Ly pe 
who looks for better answers and 
he finds the problem of keeping 
Gertrude the cow out of the corn 
can be solved by Penta. The dealer 
gets a chance to show how Penta 
treatment is processed, to detail the 
sales points of “clean, dry, ooze 
free and easy to handle. termite 


resistant wood,” 


“George,” says Gruber to the 
dealer, “you've talked me into it’ 
and he pro ceeds to sel: the doubting 
Humphrey. lo the hired man, Penta 
“sounds like a fancy name for a 
skinnin’ ” but the lure of less 
fence-post digging and a durable 
barrier against Gertrude and her 
bovine offspring in the years to 


come finally carry the day. 


The Most in Posts features Art 
Ellison as Ollie Gruber and Dan 
Palmquist as Humphrey in one of 
the best casting results in many a 
farm film. Monsanto will follow 
with this duo in The Last of Grass 


y ee sey 


Distribution of 


lalking Pieture Service, Ine. Mon 
santos sales staff is also utilizing 


prints in their field work as are 


some of their larger lumber 


dealers in the Midwest Vd 


Humphrey Pottle, the hired man (right) grudgingly concedes that his progress 
minded boss, Ollie Gruber, may have stumbled onto something pretty good 


discovered” Penta-treated fence posts 








Modou 


SUCCESSFUL DISTRIBUTION requires the application of 
sound marketing concepts — planned advertising and promotion 
to the right audiences, efficiently located distribution points to 
get your film out to the audiences (and back) with a minimum 
of waste shipping time, meaningful reports that give you 
accurate management facts. 


DISTRIBUTION OF SPONSORED FILMS 


IS BASED ON SOUND MARKETING CONCEPTS 














FREE 16MM FILMS 
| FOR COLLEGE USE 














it's se eusy to use FREE FILMS 
for outstanding club programs! 
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NEW YORK 

3 East 54th Street, New York 22, N. Y 
CHICAGO 

1 Prudential Plaza, Chicago 1, Ill 
DETROIT 

1224 Maccabees Building, Detroit 2, Mich 
LOS ANGELES 

612 S. Flower Street, l.os Angeles 17, Cal 
PITTSBURGH 

210 Grant Street, Pittsburgh 19, Pa 


PLaza 8-2900 


DElaware 7-3252 


GRant 1-9118 
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TEmple 2-4211 FILM LIBRARIES 
MAdison 9-2121 thoughout the, 
UL and Canada. 


CONSIDER the promotion advantages that Modern offers. Pro- 
motion is planned for the film subject based on the sponsors 
objectives. Catalogue promotions (different for schools and 
adults) are backed up by continuous releases of special promo- 
tions aimed and written directly at the audiences you want to 
reach. For example, farm films are promoted only to those rural 
audiences that meet the sponsors specifications. Similar special- 
ized promotions are made regularly for other films to other 
groups. All Modern promotion is done for sponsored films exclu- 
sively — your film will not be competing for attention with 
Hollywood entertainment. 


Promotions are made to over 150,000 organizations from a 
This 
planned direct mail is backed up by the personal promotion 
efforts of capable managerial people in 


mailing list that is maintained and owned by Modern. 


28 general 16mm film 


libraries and 3 special TV exchanges. 


Effective promotion effort is but one of the reasons why 
Modern is the leading distributor of sponsored films through 
all four channels of circulation television, motion picture 
theatres, rural roadshow, and general 16mm audiences. To learn 
how you can benefit from this opportunity, contact the nearest 


Modern regional service office at the address listed below. Write 


or phone collect. 


STALKING PICTURE SERVICE | PICTURE SERVICE 


6mm Qn TV 
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You Asked for Film Hesults 


Field Reports from Producers and Sponsors Furnish Tangible Evidence 


of Public Relations Value, Sales 


UDIENCE INTEREST is the primary sign of 
Aire in the use of audio-visual tools. 
Ultimate results are those actions or atti- 
tudes taken by persons who have been interested 
by a-v media. When audiences register pro- 
nounced interest in an a-v presentation, the spon 
sor knows that the medium is doing its initial 
share of the communications job. 

The intrinsic worth or compelling quality of 
the message itself —as separate from the media 
technique—and the previous or future disposi 
tion and orientation of the viewers are factors 
which decisively influence the results from the 
use of any medium whatever its interest power. 

Evidence of audience interest is manifested in 
the demand for a presentation, its longevity 
audience reaction tests and the interest in sup 
plementary media to which the a-s presentation 
calls attention. 

Solid evidence of results in actual sales, vol 
ume business traceable to film influence and im 
pact within sales motivating programs of many 
companies is being compiled by the Editors of 
BUSINESS SCREEN. Examples of these reports are 
abstracted as evidence of the importance of focus 
on tangible results. These are, after all, the basic 
reasons for most business films. 

Both motion picture and slidefilm effectiveness 
are under surveillance in this nationwide cam 
paign. Each serves its specific useful purpose in 
the range of visual media. A motion picture 
program motivated better understanding of new 
telephone equipment; a sound slidefilm devel- 
oped the full potential of a new product for the 
company sales force. From the public relations 
of a fire department to the increased sale of 
power mowers, films did a job for a variety of 
sponsors. 


City Fire Departments Improve PR 
With Hundreds of Film Prints in Use 


* Lxcept when several firemen lie dead after a 
spectacular fire, firemen are widely and some 
what grudgingly regarded as necessary but en 
viably inactive public payrollers. They just sit 
around playing checkers until somebody's cat 
gets trapped in a tree, according to the casual but 
derogatory tradition. Cities and fire departments 
have attempted to correct this impression which 
can have bad public effect. 

After a survey had determined the need for 
information on the subject, Riviera Productions 
produced a public relations motion picture, Your 
Fireman, which shows that firemen do other 
specific duties besides putting out fires. No 
smoke or fire is shown in the film, designed for 
adult groups and school children. 


RESULTS: Hundreds of copies of the film have 
been sold to fire departments and schools in all 
the states, Canada, Hawaii and Alaska. One fire 
department in New Jersey purchased the film to 
show to the local citizens at a time when there 


was a spe ial proposition on the ballot to in- 
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Influence of Well-Planned Pictures 


crease the fireman s pay = ale. The pay raise was 
voted and the film was credited with helping to 
sway the taxpayers. Ld 


« * * 


A Conference Picture Develops 
6,000 Requests for Literature 


*« The executive conference, meant to be a meet 
ing of corporate minds, often is obstructed by 
personality differences, negative traits and com 
plexes. Realizing that many conference leaders 
could use guidance on conducting their meet 
ings, Henry Strauss & Co., Inc., produced a train 
ing film. All | Need Is A Conference, for syndi 
cation 

{ll | Need Is A Conference employs vivid 
characterizations of several personalities m a 
conference situation to show how various indi 
viduals can deadlock a conference with antago 
nism, misunderstanding. preoccupation, It shows 
how a leader, alert to psychology and personal 
interests, can draw the reluctant individuals into 
cooperative effort. 

. 

RESULTS: Since its release about two years 
ago, 533 prints of All 1 Need Is A Conference 
have been purchased for use in business and 
industry. In addition, 6,017 primers, “Meetings 
Are What You Make Them,” and 984 training 
manuals integrated with the film have been sold 

beyond the copies of these training items in 


cluded in the film package. bad 


Increasing Dealer Orders for 
Aqua Lungs Via Buyer Education 


* Skin diving is being dramatized as an excit 
ing, fascinating and sometimes dangerous sport 
by a number of recent entertainment and docu 
mentary films. In such films, skin divers hunt 
for sunken treasure in crumbling hulls, fight off 
sharks. United States Divers Corporation, manu 
facturer of the Aqua Lung, is interested in pro 
moting skin diving es a popular and safe sport. 
The corporation also is interested in demonstrat 
ing the Aqua Lung to as many people as pos 
sible—before they go near the water. 

Via a motion picture, Your Passport to the 
Blue Continent, produced by Riviera Productions 
and utilized by dealers, U. S. Divers brought its 
skin diving and product story to local clubs and 
other groups. 

P 
RESULTS: Dealers have been turning in orders 
for Aqua Lungs since their prospects have be 
come ny ce familiar with the sport and have 
been convinced by the film that the Aqua Lung 
is the unit to purchase in contrast to the half 
dozen other types on the market. 1 


A T & T Explains Modern Billing 
Equipment to Win User Approval 
* As the American Telephone and ‘Tel graph 


Company introduced its new electronic messags 


unit billing system, the company became aware 


that subscribers were mystified by the device and 
lacked confidence in its accuracy. 

Behind Your Telephone Bill, a 17-minute 
color motion picture was produced for AT&T by 
John Sutherland Productions, Inc. In animation, 
and live action, the film shows the growth of 
population and the complexity of telephonic 
communication and explains that the new billing 
system results in better service at the lowest pos 
sible cost to the subscriber. Each of the 18 com 
panies in the Bell system handles its own pub 
licity and distribution of the film to fraternal 
emic, I'l \ and other community Rroupes ith 
areas where the new billing system is in use 


RESULTS: As of May 17, 1956, AT&T re 
ported 198 prints of the public relations film in 
distribution, with 87 prints in cure ulation in the 
New York area, AT&T considers it indicative 
of the effectiveness of the film that so many 
prints are required in the field 

Schwerin Research ¢ orporation conducted two 
tests on Behind Your Telephone Bil. A pre-test 
on reaction to a story board and script presen 
tation of the film received an audience average 
interest score of 79.9. A test of the audience 
interest reaction to the film itself seored 6.5 
points higher: 86.4 Vad 


A Sound Slidefilm Helps to Show 
Sales Appeals of New Products 


* Penetrol, manufactured by the Flood Com 
pany, Hudson Ohio is A Spee ialty product in 
the highly competitive paint field, It is not an 
“impulse” item: it must be demonstrated to be 
sold. The Flood Company figures its biggest 
sales job is to interest the prospect to the point 
where he will try Penetrol. 

lo help its factory representatives “sell” dis 
tributors and educate the distributors’ salesmen 
on the merits of Penetrol and fortify them with 
the interest factor in selling the product, the 
Flood Company sponsored a“ sound slidefilm 
Penetrol__There’'s Vothing Like It produced by 
Wilding Picture Productions, Inc. As an interest 
builder, this film highlighted the need for rust 
prevention and the company's product solution 
of painting problems. 

In its sales effort, the Flood Company laced 
a common functional hazard: When sales meet 
ings are poorly planned the y bore salesmen and 


waste the salesman’s selling or leisure time lo 


‘(CONTINLT ED ON THE POLLOWING PAGI 








You Asked for Film Results: 


co riIntL bho FROM 


teach product interest, the 
hold interest 


RESULTS: With the 15-minute slidefily the 
blood Company is ible to illustrate its sales stor, 
clearly and completely and guarantee that meet 
ings will be held to 20 minutes “plus questions 
This has enabled the 


pany to hold many more meetings and 


all productive Lirne 
respect of distributors. Many distributor 

aid the film presentation was the best 
they have had. In all cases, audiences ha 

ery attentive 

The film was shown overseas to eight foreign 
distributors in Lurope and Scandinavia. In each 
case, business increased rapidly One distribu 
tor ordered as much Penetrol after seeing the 
film as the distributor had sold over the previous 
three years, Before, the whole scope of the prod 
uct was not clear, but watching the film this 
sales force evidently saw the full potential 

As a direct sales promotion tool the fil ! has 
heen shown at several painter meetings and in 
each case sales have been made. In one case, 24 
rallons of Penetrol were sold to 26 painters in 
ittendance 

The blood ( ompany potnts out th 
is one important part of the total sale 
hull eredit for results is shared by 
program, kven in this context, the 
convinced of the film's particular 
observes that a film adds prestige 
lo a company that does not advertia« 
consumer publications or a company 


jenetrate new areas 


A Retail Drug Sales Training 
Film Influences 70% of Viewers 
* "In serving those who sell our products 


We serve ourselves” is a slogan of Johnson & 


Johnson 
& Johnson puts the slogan to work with an ambi 


Johnson, pharmaceutical manufacturers 


tious informational program aimed at improving 
the company’s retail outlets, thousands of drug 
stores over the country 

First in a continuing series of services, this 
program Design for Selling, offered the druggist 
a plan for meeting present day competition with 
ulvertising, sales personnel training and store 
modernization the installation of self-service 
areas. Motivating forces for the printed mat 
rial in the Design for Selling package were a 
motion pieture and flannel board suirniiniary pro 
duced lor Johnson AS Johnson by Henry Strauss 
& Co., Ine 
RESULTS: A recent survey of about one thou 
sand retailers indicates that the Design jor Sell 
ing program influenced 70 of the retailers 


methods of advertising and other means of out 


ol-store promotion. Ninety per cent of the re 
tailers who requested this program have reorgan 
ized their stores and modernized their store fix 
tures for self-service during the past 16 months 

In one state some 30° of the retailers attend 
ing association meetings held to present the 
Design jor Selling program were in the process 
of modernizing their stores within 90 days 
highty three per cent have enlarged their store 
wick merchandising promotion during the first 
1% months in which they have had the Design 
lor Selling material. As a result of the program 
0 of the retailers have requested an addi 
tional service on store-front modernization. Indi 
vidual druggists have reported marked Increases 
in business re sulting from ideas imparted by the 
program 

I.ditors of regional and national drug journals 
credit the Design for Selling program with stim 
ulating programs by other manufacturers and 
wholesalers which, in total, have influenced a 
treater expansion of open selling areas (self 
selection) during the past year than in the pre 
vious five years combined 

Over a dozen universities have made the sales 
training program obligatory to all seniors. Sev 
eral. present the course diploma during presenta 


tion of the coll ve degrees Ld 


95% of National Biscuit Co. 
Employees Accept Benefit Plan 

* When the National Biscuit ¢ ompany decided 
to inaugurate a new employes benefit plan, the 
company sought the most effective way to ex 
plain the program to some 8,000 employees in 
some JOO locations across the United States. The 
ompany was confident that the new benefit plan 
had greater advantages than the plan already in 
use, but it was new to the employees fairly tech 
nical in detail and on a contributory basis. 

Nabisco distributed to its many outlets a 
sound slidefilin. proche ed by Depicto | ihms Corn 
poration, which simply and graphic ally explained 
the new employee benefit program 
RESULTS: As reported by The National Bis 
cuit Company and The Travelers Insurance Com 
pany underwriters for the plan approximately 
O5 of the employees accepted the new plan 
with approximately three-quarters of the Nabisco 
locations reporting in less than two months after 


the film was distributed lad 


Sales of Power Lawn Mowers 

Stimulated by Film Showings 
* Although the power lawn mowers and othet 
lawn equipment manufactured by Western Tool 
ind Stamping Co. are “seasonal” products, de 
veloped primarily for home owners, the equip 
ment is promoted to Western's direct customers 
the distributors—over a 12-month period. 
Western offers many models, beginning its sales 


presentations August 1, each year. Sales meet 


ings with the distributors and for their dealers 
continue through the winter months. When snow 
is on the ground Western has to keep right on 
talking and demonstrating lawn mowers. When 
the grass is green, Western still has the problem 
of presenting a great many models of power 
equipment. 

With General Pictures Productions, Western 
developed a 15-minute 16mm motion picture 
which sold the basic principles of the Western 
lawn equipment. Western supplied its sales or 
ganization with prints of the film and Cine- 
salesman continuous projectors and instructed 
the sales force on use of the projectors. 

* . ° 

RESULTS: The lawn equipment film was well 
received by the trade, proving of interest to 
potential customers and of educational value to 
established customers. Reported Western: “Our 
men were rather dubious at first about the use 
of a so-called canned sales message but as the 
weeks went into months, they found this is a 
very helpful sales tool. 

“The use of our film has been so successful 
that the distributors are now asking we make 
film available for use by their salesmen to pre 
sent our HOMKO story on how to sell our power 
lawn mowers. We are very enthusiastic about 
our film and are now planning a new film to be 
used next season.” Ua 


w « 


Sixth Month’s Use in the Field 
“Paid” for This Sales Picture 


* Crown Zellerbach Corporation had what it 
considered a unique bacon package, the Mulli 
nix package. Crown-Z's problem was: how to 
make meat packers appre late the design's qual 
ity, how to make them switch to the Mullinix 
method 

Bacon Sales Increased Through Proper Mer 
chandising a color and sound motion picture 
depicting the new package, produced by Riviera 
Productions, was sponsored by Crown-Z. The 
film was shown by corporation personnel to 
meat pac kers nationally. Among those using the 
film was C. D. Mullinix, inventor of the pack 
ige. Mullinix built a sales campaign around the 
message in the film. Setting up large meetings 
in the home ofhces of meat packers, he would 
show the film to company executives 
RESULTS: Mr. Mullinix and the other Crown-Z 
sales campaigners won new package converts 
rapidly: in six months of the film’s use, enough 
hacon package orders had been taken to virtu- 
ally “pay” for the film. Mr. Mullinix said that 
the sales were “directly attributable to the na 


tionwide showings we held for our prospects.” 
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Voice Beneath the Sea 


A Documentary Story of the Two-Way Atlantic Cable 


Sponsor: American Telephone & 


lelegraph Company 
litle: Voice Beneath the Sea, 27 
min... color. produced by John 


Sutherland Productions. Ine. 


* This film tells the story of a re 
markable 


called the greatest peacetime com 


event which has been 
munications operation in history 
the laying of the first two-way cable 
for telephone use across the At 
lantic , 

The project developed out of an 
extraordinary contract entered into 
by AT&T, the Canadian company 
lelephone & 
md the General Post Office depart 


nent of the British government. The 


lelegraph, 


three parties agreed to share all 
esearch, facilities and personnel lo 
wccomplish the completion of two 
deep-water cables from Clarenville 
Newfoundland, to Oban, Scotland 

Voice Beneath the Sea is a docu 
record of the 


mentary operation 


photographed over a period of sey 
While telegraph cables 
Atlantic 


existence for a hundred years, the 


eral years. 


wross the have been in 


problems of transmitting voice with 
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its necessity for repeated amplifica- 
tion every 200 miles or so had 
prevented any attempts to lay down 
i telephone cable. 

One of the most interesting parts 
of the film shows how the amplifica 
tion problem was solved by splicing 
in incredibly 
called 
places in the cable. Any 


thin, flexible ampli 
fers, “repeaters” at 102 
malfune 
tion in any of these repeaters would 
deaden the connection, so they were 
made under the most exact condi 
tions by the Western Electric Com 
pany. 


tested s« rupulously (with 


atomic isotopes} and then spliced 
into the continuous cable by its 
manufacturer, the Simplex Wire 
and Cable ¢ ompany 

Voice Beneath the Sea refrains 
from indulging itself in contrived 
theatrics (“Will they make it? 
for, with all the care 


that went into the 


and research 
planning of the 
cable, it was an assured SLICCESS 
nevertheless there is suspense con 
stantly building until the « ompl tion 
of the monumental task 

Voice Beneath the Sea will join 
the film libraries of the Bell System 
lelephone Companies. It was made 
as an activity of AT&T's Long Lines 
Department. lel 


* ‘ * 


7th Annual Production Review 
* The Editors of BUSINESS ScrEEN 
have announced the publication in 
February, 1957 of the 7th Annual 
Production Review, a complete list- 
ing and index of all leading produc- 
ers of business and television films 
in the U.S.., 


Only companies supplying complete 


Canada and overseas, 


listing data are eligible for this au 


thoritative Buyer’s Guide number. 


Write for 


today: 


listing invitation forms 
address BUSINESS SCREEN 
PropuctTion Review, 7064 Sheri 


dan Road, Chicago 26, IIL. Ld 
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Voice Beneath the Sea 


The Scenes from 


Were Made 


During the Historic Journey with the Atlantic Cable 











































































































Gleaming aluminum highlights this modern automobile grill design. 


Aluminum in the Product Parade 


Multitude of Metals Application March in Reynolds’ Film 


Sponsor: Keynolds Metals Co 


Tithe: Aluminum on the March, 2% 
min. color produced by The Jam 


Handy Organization 


* Several cinematic lechnique are 
used to dramatize the story of the 
aluminum industry in Alaminum on 
the March, a new 28-minute color 
motion picture sponsored by Rey 
nolds Metals Company 

Live location photography, stop 
motion and special effects chronicle 
an industry that contributes to ey 
eryday living and national defense 
The documentary opens in the milk 


high bauxite mines of Jamaica 


Above: refrigerators with lighter, 
stain-proof and durable aluminum 
are shown by Reynolds film 


from which the bauxite ore is con 
veyed over an aerial tramway to 
waiting ships, then carried to a fa 
tory. 

At the factory, the ore is digested 
settled, “unlocked 
from the earth, Emerging as a snow 
white powder, the “alumina 


washed and 


is used 
for soil conditioning, as an abrasive 


and for conversion to solid alumi 


num at reduction plants through 


the electrolytic process. To vivify 
the versatility and flexibility of the 
metal, the film employs “marching 
ingots, blooms, billets and extruded 


shape “ 


Car Styling to Package Wraps 
Kapidly 


the film pictures alumi 
num applications in car styling, 
home appliances, packaging, “Rey 


nolds Wrap 


serving, as a “do-it-yourself” mate 


for cooking and pre 


rial and iis the key metal in jet 


planes, Diesel engines, buses and 


heavy industries, The ease with 
which aluminum can be handled is 
demonstrated in a sequence show 
ing a farmer using it for siding and 
insulation and to irrigate a field. 
The piping in this scene is shown 
to be highly portable, being moved 
in sections by one person. 

In a “pageant of packaging” the 
film presents row on row of famil 
iar brands parading in step to stir 
ring martial music, against a back 
ground of brilliant colors. Alumi 
num on the March concludes that 
more products will join the parade, 


hind lhe film was produced m 


that this definitely is not 


bastman color by The Jam Handy 


Organization, In 


Distributed by Association Films 


fluminum on the March is being 
distributed to community groups 
and television stations across the 
nation on a free loan basis through 
Films, Ine. regional 


hlm exchanges Lad 


\ssociation 


Stirring Film Fare for Sportsmen's Group Showings 


sports Champions on the Screen 


Big Game Fishing Experts and a Waterfowl Siren in Featured Roles 


Sponsor: McLouth Steel Corpora 
tion 

Title: Broadbill Safari, 28 wmin.. 
color, produced by Sound Mas 
ters. Ine. 


* Of the coast from the North 
Chilean town of Iquique lies one of 
the most famous fishing grounds in 
the world. Here. the cold Humboldt 
Current sweeps up from the Antaré 
tic close to shore bringing enormous 
baitfish to attract 


record-sized marlin and swordfish. 


quantities of 


Last year, when big game fisher 
man Lou Marron and his wife, Eu 
vere headed an expedition to 
lquique, camera crews from Sound 
Masters, Inc. joined the party to 
fishing thrills for the 
third in a series of sports films spon 
sored by McLouth Steel Corp. The 
filming was directed by SM’s Fran 
cis Carter Wood, Jr. from the seript 
by Harold MeCracken. Hedly Doty 
and Ebb Warren were behind the 


cameras 


record the 


McLouth, which makes high-grade 
steels used extensively in automo- 


bile manufacture, presents the 


films in the interest of good sports- 


manship, and = they are shown 


(CONTINUED ON PAGE 61) 


Right: Lou and Eugenie 
Marron are the “stars” 
in Sound Masters’ 
“Broadbill Safari” 
sponsored by McLouth 
Steel and ideal fare for 


sports audiences. 
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Sponsor: Winchester-Western Di 
vision. Olin Mathieson Chemical 
Corp. 

Title: Calling All Ducks 
color, produced by Sound Mas 


o 
26 min.. 


ters, Ine. 


* Two years ago, Winchester 
Western came out with a film about 
rifle marksmanship called Showman 
Shooter. Recently, adding up the 
score, the company found that some 
23, 000.000 people had come to their 
show, either on “live” film or TV 
To add to its credits as an audience 
getter. the picture had picked up 
awards, not only around the L. 5. 
is well, 

Well gratified with these results, 
Winchester-Western is back again 
in the movie business with a new 
film called Calling All Ducks that 


should do as well or better than its 


award circuit, but abroad 


predes essor. 

\ prime candidate for What's My 
Line is the leading character of this 
film. He is Art Beauchamp, and his 
profession is duck caller. Matter of 
fact, he’s the world champion of 
this unusual trade. 

Beauchamp, the waterfowl siren, 
is not the whole show by any means, 
however, for some 27 


(CONTINUED ON 


spec ies of 


PAGE 61) 


Left: meet champ 
duck caller Art 
Beauchamp in the 
new Olin-Mathieson 
color film “Calling 
all Ducks” now 
available for 16mm 


group showings... 
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Visualization of the New Reader's Digest Survey 


Field Report on Media Research 


“A Study of Seven Publications’’ Shows Politz Methods 


Sponsor: The Reader's Digest As 
sociation, Inc. 


Title: A Study of Seven Publica- 
tions, 20 min.. b/w. produced by 


ke 
Science Pictures, Ine. 


* Reaper’s Dicest, this year, foot- 
ed the bill for the 
research undertaking conducted 
Alfred Politz 
Research, Inc. Although the Digest’s 
tremendous circulation 


massive media 


from time to time by 


strength 
dominated the results of the survey, 
there seemed to be goodies enough 
to go around for all. 

Both MeCall’s and Look quickly 
came out with full page ads in the 


New York papers boasting “Me- 





On countless door steps, Politz re- 
searchers checked magazine reading 
habits and preferences in Reader's 
Digest study. 


Call's leads all magazines except 
Reader’s Digest in ‘A Study of 
Seven Publications’”; and Look 


took occasion of the study to docu- 
ment its claim that it reaches more 
people, per ad dollar, than any other 
major national publication. 

But the Digest, sure of its ground, 
almost 


While 


are really a dime a dozen in 


came out ahead in every 


aspect of the survey. “sur- 


vevs” 
the publication business (what mag- 
hasn't one?) 


azine or new spaper 


Politz has always been reputed to 


Below: marketing consultant Clar- 
ence Eldridge (left) confers with Al- 
fred Politz, head of the Politz Re- 
search Institute. 
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be something spec ial. As one Madi 


son Avenue wag put it-——“It’s hon 
ester.” 

Most advertising alley denizens 
are well versed in Politz lore, but 
the Digest has left nothing to 


chance. This new film, documentary 
to the nth degree, will be seen far 
and wide by herds of space buyers 
corraled by Digest advertising sales 
executives. It demonstrates how 
Politz 


which prevent a psychologically in- 


interviewers work——controls 
duced response, and the ways that 


research people must make it diffi- 


cult for themselves by not trying 
for the “easy” answer to their 
questions but the “honest” one 


the one that actually represents the 
facts. 

{ Study o} 
purposely eschews theatricality, 
While it would have been impossible 


Seven Publications 


to move a camera and production 


crew into an “actual” situation, the 
way this film was done was as close 
as possible to actuality. People in 
terviewed knew a camera was there 
but knew nothing of they 
would be asked. Their natural re 


hems and haws and 


what 


sponse wells 
serve as the best possible illustra 


tion of the Politz methods. i) 


Fireside interviews disclosed fem- 
inine reading habits in this extensive 
study of media interests pictured in 
a 20-minute film. 





Careers in Railroading 
*« The Institute 


has released a new 20-minute color 


Railway Progress 
film, June Decision, to be shown to 
graduating engineers in schools and 
universities. The film explains the 
opportunities for careers in railroad 
operating and research. 

Olympia Film Productions, Ine, 
produced the film for the Institute 
an organization of the major rail 
road suppliers, such as General Mo 
Westinghouse Air Brake 
American Car & Foundry and Gen 


eral Electric. 4 


tors. 
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A surface geology crew at work in Sahara's “Egypt Reborn” 


Oil and Egypt's Future 


Sponsor: Sahara Petroleum ¢ ompany, 


Title: Egypt Reborn, 20 color John Sutherland 


Productions, Ine. 


min. produced by 


* Egypt Reborn was produced before the present ruckus in Suez but its 
story is nevertheless apt. It is concerned entirely with the problem of a 
free enterprise company investing large sums of money in an oil-poor land 
in the hope of making a strike. It tells its story completely from an Egyptian 


standpoint, secking to make its aspirations clear, and to show what its 
success could mean for the people of Egypt. There are two versions—in 
Arabic, and in English, but the principal mission of the film is to be shown 


in the Middle East. 


Sahara Petroleum, which is exploring 87,500 square miles of Western 


Egypt on a grant of oil rights from the government, is a company formed 
Continental, 


by four middle-sized American oil companies Cities 


Ohio Oil and Richfield, 


service 


The film compliments the present government on its success in improy 


that locally 
produced oil would save the | 5 million pounds now expended annually to 


ing the country’s social and economic progress, points out 


import petroleum products, 


Egypt Reborn holds out no false hopes, explains that oil is hard to 


find, as indeed, Sahara is finding it so, But the exploration goes on with 


helicopters, gravily meters, seismograph crews and thousands of tech 


nicians hvyptian and American joining in the search 


One pec uliar problem facing thes prospectors is that one of the most 


promising locations they have found lies along the Mediterranean west of 





Alexandria where the battling armies in World War I laid some nine 
million explosive mines, whieh must be deactivated before drilling sites 
can be located , oy 
Arabs watch as drilling operations begin for a seismograph 
survey. About 35 holes are drilled for each separate operation. 
39 








Both filmed and printed materials are coordinated with flannel board to 





add 1o the impact of second J&J drug store modernization program 


lesign for Better Selling 


A Visualized Program for Drug Store Modernization Joins 


the Johnson & Johnson Campaign to Aid Retail Drug Sales 


\ Druggist in Toledo, Ohio, said 
“Kollowed your suggestions in 
Design jor Selling 


mecredase d 


our business over 8100 per day 


A second in Brooklyn, New York 
“Our poorest day now its better 
than our best day bhelore 


« 4 


- 


third in Bremerton, Washington 
“Drug volume alone is up about 


One 


And a fourth in Hampton, Virginia 
“Increase of 26 in dental items 
21° in hair preparations 


1406 in baby products 


he n Business Success Srones 
culled from thousands of similar 
reports point up a dramatic note on 
a“ spectacular and continuing pro 
gram sponsored by Johnson & John 
son as part of its long range cus 
tomer service plan They report the 
results of Design for Selling, a mo 
tion picture that was the backbone 
of a coordinated package designed 
to motivate and help retail druggists 
to modernize their store interiors 
and their selling practices. In the 
industrial film field where results 
are often intangible, they offer re 
freshing prool of the effectiveness 
of the medium when properly sup 
plemented and used, 

The more than twenty thousand 
independent druggists woo, of 
the national total who benefited 
from Design for Selling are now be 


ing brought up-to-date on how it 


paid off and at the same time 
being offered the incentive and ma 
terials for a new forward step . 

in Success Story, a film recently 
released by Johnson & Johnson to 
rether with its complement ot 


printed reference material 


Build on First Success Story 


\ccording to William E. Sawyer 
Johnson & 
ent tact on the 


Johnson wanted to pre 
success of their 
first program in an motionally con 
vincing way that would lead to fa 
vorable consideration of the second 

Like its predecessor Success Story 


was cle veloped and produced by 


Henry Strauss & Co.. Inc... Commu 
nicators of Ideas, with whom John- 
Soni & Johnson has worked closely 
for a number of years in implement 
ing its philosophy of sales promo- 
tion through assistance to its retail 
distributive outlets. 

Success Story also highlights the 
problems of store-front moderniza- 
tion, a subject selected by druggists 
themselves according to a study 
Michigan State Uni- 
versity, as the next area in which 


analyzed by 


they were eager for a helping hand. 


By way of motivating its audience 


to the importance of what they're 





Druggist Charley Higgins, princi- 
pal character in “Design for Selling,” 
reappears in “Success Story.” 


voing to see, the film opens with a 
recap ol portions of Design for Sell 
ing and a report on some of the 
phenomenal sales increases reaped 
by those who participated in the 
interior modernization plan. 

Using a documentary approach 
the picture then goes on to explain 
that such a success story can have 
no real ending either for Johnson & 
Johnson or its retail drug customers. 

It points out that the next chapter 
must deal with the drug store's first 


This J & J flannel board presentation is one of the key visual tools in retail 
store modernization program. Discussing it are (| to r) cameraman Julie Town- 
send, director Bob Wilmot, producer Henry Strauss and production coordinator, 


Marvin Dreyer 
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point of impact on the public . . . its 
exterior; and, using the graphic il- 
lustration of a diamond wrapped in 
a plain brown shopping bag, drama 
tizes the need for “packaging” the 
whole store with as much attention 
to attractiveness as is lavished on 
packaging the goods inside. This 
theme is developed at some length 
and documented by the findings of 


modern industrial design research. 


Shows Practical Aid Available 

After restating Johnson & John 
son’s belief that it best serves itself 
when it serves those who sell its 
products, Success Story outlines the 
kind of down-to-earth, factual help 
the company is ready to make avail 
able in this new area. 

“We went to the experts,” says 
the narrator, “to specialists in engi 
neering ... banking ... drug mer 
chandising. We got them all together 
at our research center dug in 

. asked a million questions 
checked every angle on how to giv: 
your old store front a new look. 

He analyzes the materials a drug 
gist may get without charge... a 
manual, “Your 
Front Forecasts Your Future” 


$0-page “how-to” 


covering such matters of vital inter 
est as financing, help from public 
utilities, lighting problems, floor 
covering, store-front supplies, archi 
tecture, and contracting. 

He shows them step-by-step check- 
lists for turning their ideas into re 
ality ... and diagrams and samples 


to help them plan. 
Star of First Film Reappears 


The film concludes with the su 
prise appearance of Charley Hig 
gins, the “hero” of the previous 
motion picture, Design for Selling 
who urges his fellow retail-druggists 
to take advantage of this new John 
son & Johnson program. 

The Success Story package 
in addition to the supplementary 
includes 
two other booklets that help round 
out its message. The first recaps the 
achievements of the Johnson & John 


items shown in the film... 


son retail drug program to date and 
provides a card to help store owners 
vet the new program's materials. 
The second is a motivational piece 
on the importance of exterior mod- 
ernization, 


Scheduled for Nationwide Use 
Success Story is slated for indus- 
try-wide presentation through drug 
association meetings and trade 
groups. There is every reason to be 
lieve that this new “power play 
with the motivational film opening 
up aclear field of acceptance tor the 
informational printed material 
will rack up the same gains for 
Johnson & Johnson and the nation’s 
druggists as did its predecessor. 
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Motivating Sales for Group Insurance Benefit Plans 


Pacific Mutual 5Slidefilms 
Prove Value in Field Test 


Agents Response to Slidefilm Series Gives Facts, Figures on Results 


Aco, Leland 


initiated 


IGHTY-SIX YEARS 
Stanford 


studies of motion 


camera 
with pro 
phetic visual results. Today, Pacifu 
Mutual Life Insurance Company, 
which Stanford helped to found, is 
film 


with profitable sales results. 


pioneering in the medium 
Sportsman Stanford's determina- 
tion in proving the true action of a 
horse's gait helped to prove the 
film’s value in scientific demonstra- 
tion. Pacific Mutual’s determination 
to extend group insurance is dem- 
film 
resultful 


onstrating the power of the 


medium in motivating a 


sales program. 


Extend Group Insurance Benefits 
In 1949, 


tives recognized the inadequacies of 


Pacific Mutual execu- 
benefits offered by existing group 
plans for employers with less than 
25 employees. Large companies and 
their employees had, for years, en- 
joyed the benefits of group insur- 
ance. The smaller companies were 
more or less excluded. Why couldn't 
the same protection offered large 
companies be extended to the small- 
Pacific Mutual's 
chiefs decided this could and should 


be done. 


er companies / 


Pacific Mutual's 


came into being. 


Subsequently, 
“Selected Plans” 
This new program of group insur- 
ance offered group benefits to the 
small employer with 10 to 24 em- 
ployees. As the small-company cov- 
erage set-up was developed, Pacific 





Mutual kept pondering promotional 
questions: 
1. How to tell the story effective 


ly—how to give the small employer 


a clear understanding of this new 


Pacific Mutual agents find their sales 
potential increased through effective 
slidefilm visualization. 


concept in group insurance and yet 
present the material simply, dra 


matically ? 


2. How to add to the prestige of 
the company agents and give them 
an advantage over other agents in 
obtaining interviews ? 

All the usual insurance-communi 
cation media were used, with vary 
ing effectiveness. But the company 
sought a medium that could fully 
capitalize on the new-opportunity 
excitement of the “Selected Plans’ 
program, a medium that could vis 
ualize for the salesman and client 
alike the potential of the new cover 
age. 

Pacific Mutual 


commissioned Rocket Pictures. Ine.. 


Two years ago, 


Agents can make presentation to several prospects at once via slidefilms. 
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slidefilms. 
One film, /t's Up to You, would be 
used by the agent as a direct selling 
tool 


in his own office, to give him an 


to produce four sound 


to be shown to the prospect 


understanding of group insurance 
and what it would mean to him and 
his employees in terms of protec- 
The other 
films, Exclusively Yours and Reap- 


Harvest 


tion and other benefits. 


ing the (parts one and 
two} were designed to train the 
agent in better methods of present. 
ing his material and to help him 


increase his group insurance sales. 


Would the Films Do the Job? 

In January, 1955, before distrib- 
uting the films for general use, Pa- 
cific Mutual conducted 
field-testing 


a planned 
program to try the 
sales under 
actual working conditions. The ex- 


audio-visual program 


periment gave the participating 
agents approximately three months 
in which to test the effectiveness of 
audio-visual aid in their group in 


surance presentation, Question 
naires were used to get the judg 
ment of agents and prospects on the 
new audio-visual approach. 

The reaction of agents was over 
whelmingly in favor of audio-visual 
aid. Some of the agents had doubted 
tech 
nique before making the slidefilm 
\fterwards, all 


of its continued use. The 


the actual sales value of a-y 
presentation, were 
in favor 
agents were particularly impressed 
by the film's ability 
major points of the group insurance 
They 


were able to make the entire pre 


to cover the 
con isely, 


plan ‘ learly and 


less time than it 
had taken them previously, 


sentation im far 


Tells Better Story in Less Time 

Said one agent: “The film tells a 
true-to-life story in 15 minutes that 
would take 
couldn't possibly say it as well.’ 

The agents found the filmed pres 
entation well suited to group selling 


me two hours—and | 


hecause of its ease of operation, 
Carried in a small portable projec: 
tor case, the film could be shown at 
the prospect's desk. Minutes later, 
the showings could be repeated for 
the prospect's associates or depart 
ment heads. In this way, the agent 
could make one trip do the job of 
Many agents discovered 


‘(CONTINUED ON OG) 
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Six key steps in the sale of group 
insurance are pictured in the slide 
film titles at right. After securing 
basic information, the agent proceeds 
through logical steps of analysis, 
presentation (utilizing a flip-chart) 
and the sales close. Followup includes 
installing the plan and then “reaping 
the harvest” cf enlarged sales con 
tact opportunities for life, retirement 
and other insurance 


‘r= 
SECURE THE 
BASIC INFORMATION 


STEP 


-_— 


ANALYZE INFORMATION 
MAKE UP PROPOSAL 


PRESENT PROPOSAL 


STEP | =): 
Pri is 


CLOSE SALE TO EMPLOYER 
SIGNED APPLICATION 
AND BINDER CHECK 


) 1 
fn 
5 am 


INSTALL PLAN 
ENROLL EMPLOYEES 
ARRANGE ADMINISTRATION 


STEP 


REAPING 
FINANCIAL HARVEST 





Filming long shots in the converter aisle presents one of the most difficult 






















challenges in the Inco film. The aisle contains 19 Bessemer converters standing 
in a row a fifth of a mile long, to be photographed in Eastman color 


Waprunine THe DaRama, action 
ee blinding heat of metal 
being processed in the world's 
largest converter aisle condensin 
the intricate reduction processes to 
an understandable form yet keeping 
the pieture interesting and spectacu 
lar was a challenging motion pi 
ture assignment for the camera crew 
which made the new International 
Nickel Company film, Milling and 
Smelting the Sudbury Nickel Ores 
The hlm was produced in bast 
ian Color The crew was on loca 
tion for six weeks of intensive shoot 
ing at Copper Cll and the other 
Ineo plants in the Sudbury area of 
where the 


world’s nickel 


ores are mined mal pro essed 


Ontario, Canada ureat 


eat portion ot the 


One of Industry's Vital Metals 
\ i“ ke | is 


vital to industry, and the story of 


among the metals most 


how the Sudbury ores originated 
ind how the metals are extracted is 
one of the most interesting in mod 
ern metallurgy, The Sudbury ores 
are highly complex, and stubborn 
in yielding up their metals, In addi 
tion to nickel, they contain copper 
iron, and precious metals. In all 
the extractive processes which Ineo 
has developed now succeed m re 
covermg 14 different elements from 
these ores 


The milling and smeltin opera 


tions accordingly involve man 
steps The metallures is compli 
cated covering a wide variety of 


processes which include mechani il 
pyrometallurgical, and chemical 
treatments, Some are unique ma 


a large research staff is constant! 


engaged in seeking improved pro 


edures, he operations themselves 
even though semi-automatic, are so 
bi ws to require the services of 


thousands of men around the clock 


seven days a week, through = the 


Produced for Critical Audience 


lhe film depicting these opera 


lions was sponsored by Internation 
il Nickel expressly to serve educa 
tional purposes, It was made for a 
critical audience members of tech 
nical societies and industrial groups 
university engineering prolessors 
md students, who would insist on 
technical accuracy, yet who are as 
umenable to interest-sustaining film 
techniques as less technical minded 
iudiences would be 

\n important secondary purpose 
of the film is to show the exciting 
ireer opportunities in the field of 
metallurgy ind so to encourage 
both high school and college stu 
dents to consider preparing them 


elves for work in that field 


These Were the Film's Goals 
Thus the task in making this film 


is to encompass a tre mendous en 
within 1 minutes of 


pieture to tell the 


Ler per ine 
motion story 
idequately make the processes un 


derstandabl keep the 


interestin ind dramatize the vast 


ize and scope of the operations 

The task was tackled at the outset 
by Joseph Boldt, the 
md Lee Blau 


script writer 


who prepare adsthe 


toryboard Initially they spent a 
full week observing the operations 
ind being indoctrinated in the met 


illurgical principles by Inco pro 


duction engineers and = scientists 








A Production Crew Meets Challenging Film Assignment 


Lighting and Color Dramatize 
Milling and Smelting of Nickel 


A New International Nickel 


Ihen. working closely as a team 
with a group of technicians from 
Inco, a detailed survey of the locale 
and a comprehensive analysis of the 
Inco operations in Ontario in de 
veloping the film plan was made 


With basi 


tained on the material the film was 


agreement thus ob 
to covert and the proposed = he me 
for treating it, work started on the 


shooting script and storyboard. 


Lighting requirements, always a 





Above: camera crew and Inco tech 
nicians set up special effects in ladle 
prior to shooting a sequence. 





Close-up view of special lighting rig 
for photographing classifier equip 
ment in processing operations. 





Another special lighting setup was 
required to photograph these flota- 
tion cells for the Inco color film. 





BUSINESS 


Film on Canadian Operations 


making of 


pictures 


major problem in the 


industrial motion where 
big shots are called for. were especi 
ally taxing on this production. Sev 
eral of the milling and smelting 
plants are more than one thousand 
feet in length, and in some instances 
it was desirable to show the great 
areas over which the operations ex- 


tended. 


Inco Equipment Helped on Job 


lo a considerable extent. the 
problems of how to light and shoot 
many of the big scenes were solved 
by making use of Inco production 
equipment, \ spec ial camera plat- 
form rig was constructed by Inco 
millwrights and carpenters for at 
taching to the giant overhead cranes 
which serviced many of the opera- 
tions to be depicted, This platform, 
strong enough to support safely half 
a dozen men and a 35mm camera, 
was suspended from the crane hoist 
and braced rigidly to the crane it- 
self. It gave Directors Joseph Kohn 
and Charles Wasserman and Head 
Camera Man David Quaid a great 
deal of flexibility with the camera 
and enabled them to use the crane 
as an overhead dolly. 

\ similar crane rig was devised 
to provide a platform for lights in 
locations where the overhead air 
feasible 
area for some of the needed lights. 


This light rig carried two 10,000. 


space provided the only 


watt spots and four 5,000-watt 
“skypan”™ floodlights. A heavy cable 
100 feet long conducted the 
needed 40,000 watts from a trans 


nearly 


former to the overhead rig 


Filming 19 Converters In Aisle 

The long shots in the converter 
aisle presented some of the biggest 
challenges. This aisle contains 19 
Bessemer converters extending in a 
row one-fifth of a mile long. One 
shot alone, calling for the camera 
to start close to one converter and 
then pull back to a long shot of the 
entire aisle, taxed to the limit both 
the ingenuity of the production 
crews and the physical resources 
available for obtaining the shot. 

The traveling camera was 
achieved by means of the crane plat- 
form rig. A special platform built 
alongside it under the crane sup- 
ported five 10,000-watt spots. A spe- 
cial telephone hook-up enabled Di- 


rector Kohn on the camera plat- 
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Anthony 


converter 


form. Production Manager 
LaMarca on the 


floor, and the crane operator in his 


aisle 


cab, to maintain continuous three- 
communication. 

In addition to the lights on the 
platform the 


crane, every other piece of lighting 


way 


suspended beneath 
equipment was set up on the bal- 
cony which ran along the aisle op- 
the 


seven 


posite These Iti- 


cluded 


are lamps, 15 more of the 10,000 


converters. 


“brute” 225-ampere 


watt spots, ten 5,000-watt “sky 
pans, ten 2.000-watt lamps. ten 
“quads,” four 750’s, and flares. 


3,000 Amps Plus Good Timing 


Altogether amperes 
pulled in the all-out effort to illumi 


nate this scene for color photogra 


, O00) were 


phy, but even all that power and 
equipment were insuflicient to light 
the full length of the Full 


photographie depth was achieved by 


ais 


carefully timing the operations so 
that 


were in the 


the converters at the far end 


blow position and 
throwing off great showers of sparks 
in effect, 


lighting themselves 
the 


reach. 


during time camera was 
making its longest 

The close coordination of camera, 
cranes and converter operations was 
achieved by careful pre-planning 
the 


morning 


and a 
start of 


system of signals. At 
the the 
the big converter aisle shots were 


shift on 


to be made, mimeographed instruc 


tions were distributed to the men 


working there, detailing what each 


crane and converter should do on 


signal. 


Crew Keeps Pace With Crane 


camera and light platforms was in 


since crane carrying the 


constant motion during these shots 
a spec ial floor crew of L5 men man 


ning the cable supplying the lights 


on the crane had to move and 
finally run with the crane as it a 
celerated, to keep the cable from 
fouling. 

Problems of comparabl scope 


were encountered in photographing 
the big 


long row of rod mill 


which contains a 
and ball mill 


machines which grind the 


mill aish 


ore to a 
This mill aisle 
one-fifth of a mile 
sired that the 


fine powder is also 


long. It was cde 
camera should give a 
the 


of the milling operations hut it was 


proper concept ol vreat scope 


impossible to light the entire aish 


Lighting the Big Mill Aisle 


The difheulty was surmounted by 
first lighting the foreground part of 
the with the 


lower lens 


and shooting it 
half of the 
masked off. Then the 


transformers. lights, and cable were 


aisle 
camera 


seven tons of 


moved by crane, and the lights set 
up to illuminate the further part of 
the With the 


long aisle ° 


camera 
scrupulously guarded against the 
slightest movement, the film was 


(CONTINUED ON PAGE 71) 


Unique lighting procedures made it possible to photograph this difficult 
grinding aisle sequence for Inco. Foreground of aisle was lighted as shown 
and shot with upper half of camera lens masked off, then equipment was 
moved to far half of one-fifth mile-long aisle, the film rewound, the upper 
half of lens uncovered and the scene reshot. 
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MEN Behind the STEEL 


Going Beyond the Facts on Production Methods, “Big Ideas” 
Deals With the Men Who Design and Build Railroad Equipment 


VERY Propressive com 


we the 


B HIND 
pany 


tion 


mode Thi produc 
But 


vital to success are the 


methods and machines 


even more 
key men whose ideas and craftsman 
material into 


ship fashion the raw 


finished goods This is the essence 
of Big Ideas, a new color film spon 
Steel 


Corporation and produced by Pre 


sored by General Castings 
mier Film & Recording Corporation 
of St. Louis 

lo tell the story of his company 
on film, General Steel's president 
Charles P. Whitehead, called for 
something different from the ordi 


nary industrial documentary. He 
wanted a picture dramatic enough 
to stop and hold people 
Steel's booth in the Mid 
Jubilee, held on the St 
Louis Riverfront during September 
1956. (Attendance at the Jubiles 
exceeded 400,000, During the 30 


period the General Steel film 


ssing 
pussitip 
General 


America 


day 


was shown 1170 times.) 


Creative Philosophy As a Guide 


Instead of praising his company 
he wanted to praise his customers 
the American railroads 

Instead of a technical descr iplion 
of what General Steel does, he want 
ed an explanation of why it’s done 
that 


the highly creative philosophy that 


way a forceful expression of 


guides his firm (and, he believes 


guides most successful American 
industry 

Beyond this concept, he specified 
only that he wanted a good motion 


left the 
technical details 


picture and creative and 


ilmost entirely in 
Premier's hands 

©, from its original conception 
the story of General Steel Castings 


( orporation promised to be a chal 


lenging assignment In the initial 
research, Premier discovered some 
thing else that made it still more 


The 
could not be the 


challenging central subject 


hery apectac le of 


the open hearth furnaces and other 
steel casting processes) not could it 
be the immense size and almost un 
believable accuracy of the castings 
produced at General Steel. These 
things would be in the pieture, but 
the “star” of the show had to be 


leas 
Story of Creative Effort 
hor the 


essentially 


of General Steel is 

Thei 
steel castings that no one 
thinks of 


then develop 


story 
this designers 
Conceive 


else in the world their 


production ways to 


make steel custings that no foundry 


in the world can duplicate, These 
ideas are General Steel, and they're 
exciting. But how do you take a 
picture of an idea? 

That was the challenge lo meet 


it, the 
tures of the 


crew began by 


taking pu 


men who conceive the 


ideas and carry them out, and tak 
ing pictures of the results of thes 
ideas They got action shots of 


freight and passenger trains on one 
wheel-truck 


Steel in 


piece frames and 


cust 


by General tram yards 


passing cities hi-balling across the 
countryside, They filmed the pains 
taking detail, the immens TA 
flaming beauty of General Steel 
casting and machining processes 


Problems of Color Production 
\e in the 


motion 


making of any good 


picture the photogs iphy 


lakinyg 


presented color 


proble tis 


shots in the cavernous gloom of the 
worlds longest foundry building 
required great batteries of lights 
cenerators and auxiliary equipment 
besides two cameras and a_ full 
camera crew All this had to be 
moved around acres of foundry and 
machine shops, on a tight shooting 
schedule that had to match the eon 
CONTINCERD © Pith NEXT PAGE) 
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MEX Behind STEEL: 


(CONTINUED FROM PRECEDING PAGE) 
plex and inflexible production sched 
ule. Railroad 


tated meeting train 


action shots necessi 
«hedules it 
points all over the map, ranging as 
far afield as a pulpwood center in 
Mississippi One brief close-up of a 
General Steel passenger car wheel 
truck 


volved a full day's work with a 


rolling along the tracks, in 


hand car and a specially-provided 
train 
But, as in the making of any good 


rt 
motion picture these technical 
problems were solved, as were the 
probleme of narration and music 
that turned colorful photography of 
trains and machinery and blazing 
steel into a film about ideas, The 
narration avoided technical termi 
nology and descriptions yet dealt 
as fully as possible with the impor 
tant aspects of General Steel, to 
make the film interesting to the 
Music 


was used extensively, in one instance 


widest range of audiences 


supplanting narration entirely for 


hi 


= 


i} \ 


‘| 


Go's } 
_ 


ame 


one of the longest single 
the film 


scenes iti 


The finished film, Big Ideas, for 
which the sponsor orig rinated an 
above-the-ordinary concept, and al 
lowed the producer full opportunity 
to ippl his creative and technical 
ibility proves the 


this re lationship Big 


desirability of 
Ideas not only 
made an extremely effective exhibit 
it the Mid-America Jubilee, but has 
since received an enthusiastic recep 
tion when shown at the Advertising 
Club of St. Louis, and the New 
ociety of North America 


~ 
commen 


And what is the final reaction of 
» the film? Mr. Charles 
VP. Whitehead, President of General 
stated, “We are very 
pleased with the film. | think that 


ill those who have seen it have come 


the sponsor te 


Steel has 


iway with a better idea of what 
General Steel does, what it is and 
how it got that way. That was our 
purpose in commissioning the film 
and it has been well accomplished 


he sponse to the film has been very 


ood Vl 


Premier crew stands by to film crucial casting operation at General Steel 


@ 


Soe 
i sal 


i? 
5 aa ra 


of ? 





iron & Steel Institute Promotes Yule Gift ideas 


Sponsor: American tron & Steel 
Institute, 

Tithe: The Ltiquette of Giving ) 
miin., color produced by led 


Eshbaugh Studios, Ine 
* The American tron & Steel Insti 
tute, whir h has usually concerned 
itself with “big ticket 


steel business, is now out plumping 


items in the 

for steel items as grand Christmas 

gifts, 
Some 


hundred or so televimion 


stations across the country are 
showing this new film which deals 
with the 


giving from the beginning of time 


various aspects of gilt 


and pointing out the importance of 


gifts that are suitable, as well as 


44 


thoughtful gestures by their givers 


Simple gracious stainless steel 
flatware is the Institute's suggestion 
to the up-to-date Christmastime 
giver. And to prove it, the film 
shows the “good old days” of the 


crank 
lamp shade and the 


gramophone the fr inged 
stereopticon, 
which, they hope, is no one’s idea 
of modern living 

The problems attached to photo 
rraphing suit h highly polished ma 
terials as stainless steel were over 
come by an ingenious method of 
shooting the hundred or more items 
of shiny steel in a nylon tent with 
diffused lighting lurned out 


good Wad 








Mr. Freeble, the fabulous paper salesman . . 


Freeble's Complicated Fable 


Amusing Antidote for Tired Sales Meetings Wins Merit 


Badge for Whiting-Plover Paper Co. Promotion Package 


moTion Picrures, with their 
M stockpile of techniques, offer 
the sales manager many possibilitic ~ 
for making the familiar appeals ay 
peat new 


kvidently Whiting 


Plover Paper Company, the Brady 


when the 


(advertising | Company and Rudy 
\ppleton 
Wisconsin. pul their heads together 


, 
Swanson Productions. 


lo create a new sales training ve 
hicle for Whiting’s 12 


and thei salesmen, they were de 


5 distributors 


termined to make the message seem 
Freeble’ s Fable 
which clocks in at something like 


new. The result 
> minutes, is an example of the 
dilemma of technique. 

What About New Salesmen? 

fo a new salesman —not very fa 


miliar with the paper industry, or 


Whiting-Plover’s particular products 
and services, the film’s technique 
might be a hazard 

But to older salesmen the tech 
nique might serve as a beguiling 
restatement of information he al 
ready knows. Considered as a single 
ice-breaking introductory unit in an 
extensive training program, the tech 
nique could serve its purpose even 


with new salesmen. 


A Field of Commercial Corn 

The tee hnique of Freeble’s Fable 
is a long field of commercial corn. 
The fantasy formula, played out in 
every sales direction by a small cast 
of conventional office clowns. is 
“aren t-we-a-bunch-of-jokers-but 
seriously -fellas-this-is-the-way-you 


sell” 
Ihe hokey starts right off with a 


Film poster gives time and place of showing. 









eresentss by Whiting PLOVER Paper Con.paks 


> 


es ay 


You'll have a chance 
to win valuable prizes! 
see the Freeble fable a 


Oe ee 














motif, 
which presents the immortal Lavoris 
Freeble. 


world. 


pseudo-spooky bat-wing 
the greatest salesman in the 
Freeble’s son. Ferris 
follow in 
footsteps, become the 
world. He must learn to 


sell Plover Bond paper. Elder Free 


arrives, 
father's 
greatest sales- 


Ferris must his 


man in the 
ble blows hard on many sales points, 


taking credit for 
Plover Bond history. 


every success In 
Deliver Some Useful Pointers 


Lavoris Freeble escorts his studi- 
the of 
merchandising 


ous son into world paper 


making and and 
along several 
the Freebles 


into sales narrators, 


bragging excursions 


goofballs 


d vo 
making 


turn from 
train- 
ing pitches about Plover Bond, why 
it is better. 


duction 


Aided by internal pro- 
the kreebles 
paper production 


scenes, laud 


washing, drying, 
controls to insure press performance, 
envelope sales, | ontac ting prospec ts. 
the advantages of standardization. 
One of the of 
sales facts is named Widgin Smir- 
noff, 
as much about Plover Bond as his 
old Freeble Il also can 
take the words out of the mouths of 


supporting fonts 
Freeble’s son seems to know 


man does. 


the other paper sales experts. He 
may be an image of the salesman 
who's heard it all before, but is will 
ing to go along with the gag and 


take 


his rehearsing. 


Penalty of Being ‘Different’ 


actors take 
delivery 


Pacing suffers as the 
to their and 
as the film gradually gets product- 


time master 
conscious and paper processing ex 
planations lengthen. Moving through 
some artful color photo effects, the 
odd 


fantasy’s 


fellows do seem to 
work a degree of sales training hyp 
nosis. Only field reaction can an- 
swer, but does this much “tech 
nique” leave room for visually con- 
vincing the salesman of the fable’s 
moral—“When you sell Plover 
Bond, you have the satisfaction of 
knowing you're selling the best’ ——? 


One of the Year's Best 
Film Promotion Packages 


* America’s paper companies do a 


good job of utilizing their own 
stock but the promotional “pack 
age” which accompanies The Free- 
ble Fable merits high praise for 


and utility. 
Whiting-Plover have 


number of interesting printed pieces 


design 


laid down a 


to assure attendance and sales audi 


ence interest. A colorful poster, im 


printed by the sponsor, gives time, 
place of the showing and is posted 
on company bulletin boards 10 days 
Three weekly 


in advance. “teaser 


NUMBER 8 VOLUME 


17 


cards are furnished for mailings in 


advance of the sales motivation 
training meetings. There is also an 
invitation and ticket to be mailed 
to the local salesmen one week be 
fore the meeting. 


Finally, a program with the time, and an excellent focus on the pro 
place and name of the Whiting motional aspects which help mak 
Plover representative making the a film presentation slay presented 
presentation, is supplied for all to a prepared, receptive audience 


printe d medium 


attend 
the 


salesmen who 


meeting. are noteworthy in this Whiting 


Plovet promotional package \d 


use of 


Whiting Plover Promotion 

(Right) film invitation and ticket 
are mailed salesmen one week 
before meeting; (below) the pro- 
gram, imprinted for each show. 


a ” 
Whitine Plover Paper Ucmpany 


“the 


rf Freeble 


™~ 


\ 


\ fable / 


AN EPOCH CREATING ACHIEVEMENT WITEOUT COUNTERPART OR PARALLEL 


Special Showing Of A New Talking Puture 


A VERITABLE £1. DORADO! 


sAREewE AMD GOOe witness 


Teaser Card Campaign 
These three teaser cards 
mailed weekly in advance 
of each Whiting-Plover 
motivational meeting 


and iy Sands f.,- 


ne reeble able! 


vet before ie: 
eC 


story lik oc 


> 1966 





it had to be told! 
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One of the latest in Mr. Hilton’s empire is the new Beverly-Hilton. 


A Symbol of Hilton Hospitality 


The New Beverly-Hilton |s the Glamorous Setting for This Picture 


Sponsor: Hilton Hotels, In 


1 ithe: 1 Hotel Is Born 22> mm 
color, produced by Parthenon 
Pictures, 


* Reluctantly 
a line through the memo date, Aug 


Conrad Hilton drew 


ust, 1942, It was not quite the time 
for a new hotel, After a while. the 
big war stopped and the Korean 
war stopped, And Conrad Hilton 
resumed his memos and brought his 
L5-year-old dream about a Beverly 
Hills location into action. So goes 
the story in A Hotel 1s Born, a new 
25-minute which 
tells of the begetting of the Beverly 
Hilton, dollar 


palace of the world-dotting Hilton 


motion picture 


17-million capitol 


hotel empire. 


A Hilton Dream Comes to Life 


Ww hie h 


equates Hilton with Hotel is con 


The well founded legend 


spicuously preserved in this public 
relations documentary. Hilton por 


trays himself as the benevolent 
dreams and 
builds, Per 
forming like an agreeable Daddy 
Longlegs-Warbucks, Hilton drives a 


mortar truck during the hotel's con 


super-boniface who 


bides his time and 


struction, joins fellow executives as 
they symbolically toss coins into the 
moist foundation, gives a honey 
mooning couple personal attention 
hotel stafl 
amid laughter, provides plane trans 


addresses his mighty 
port to the hotel's opening for his 
many celebrated friends, beams 
grandly with Ann Milles 

The story skips along, flashback 
and fro, with Hilton appearing here 
and there as the hotel begins abuild 
ing in 1953, prepares for the daz 
zling premiere and opens 


Outside and in, the Beverly Hil 


ton 18 a place to see: a high, wick 
and handsome doll house making a 
maze of pastels as it opens its rooms 
into sunny verandas rising over a 
tropical California garden, In color 
filled glimpses, the viewer sees the 
hotel come into opulent being the 
big swimming pool, the latest in 
iir-conditioning, sound-proof plas 
ter, marble from Italy, “every win 
dow a picture window, transplanted 
palm trees, exquisite china, fabrics 
from Asia, elegant silver, luxurious 
bath towels 14 colors of linen, ex 
pensive clothing exotic costumes 
and stately uniforms—for the com 


plex staff 


bistro 


kitchen, dining rooms, 
a mansion of many prefer 
ences, a castle of 27 colors 

\s the Hiltonian touches are com 
pleted the hotel headquarters de- 
partment moves in to pull the 
threads of decor and service that 
would weave into the tapestry of a 
Much of the decor is 
original art by Hollywood talent. 
Before the hotel Hilton 


speaks to his vast Beverly cc rps: “% 


great hotel.” 
opens, 


didn't know we had a convention 
here already. . . This is the finest 
hotel that | have ever built.” Ac 
cording to Guy Prescott’s narration 
the room staff is trained to make 
each guest feel that “You are the 


first person to live here. 


The Stars Shine Brightly 

How does the hub of the Hilton 
chain make its debut? With mediae 
val trumpeters, a lavish pageant of 
hospitality and charity events, bag 
pipes and royal band, military color 
ruard, a five-page menu, celebrities 
from Hollywood and afar—Shelly 
Winters, Esther Williams, Dorothy 
Kirsten, Betty Furness, Jinx Falken 


burg, Red Skelton (to help open 


the pub and a speech by Vie © 
President Nixon. 
makes the first 


splash in the pool. Banquet enter 


An aquacade 


tainment is mirrored to individual 
tables and rooms by closed-circuit 
television. The regal evening is 
flecked with flashbulbs, the rejoic 
ing smiles into a fireworks finale. 
The tactful front desk staff is not 
too busy for the war vet and his 
wife. With Hilton's personal assist 
ance, the honeymooners are wel 
comed to their suite—even as Hil 
ton had promised in a letter to the 
groom when the groom was a hope 
ful swain overseas. The shining 
celebrities depart, the hotel is tidied 


and open for business. 


Built to Sell the Services 


In its predictable, overcrowded 
recital, f 
Hotel ls Born contains elements of 


yet visually appealing 


straight promotion for the Beverly 
Hilton, such as the inevitable honey 


moon bit and the closed-circuit ty 


u 
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Above: Conrad Hilton (left) confers 
with Beverly-Hilton manager Elmiger 
during final phase of construction. 


hint to convention planners and the 
rich inventory of prettiness and 


pleasure which may capture its 
share of glamour hotel travelers. 
As public relations for “Connie” 
Hilton and his hotel chain, the film 
adds what may be an effective, if 
optimistic postscript: when the Bev- 
erly Hilton opened, flags were raised 
over all the Hilton hotels across 
the world. The narrator spoke rap 
idly of the Hilton chain moving 
through barriers, forming an em- 
pire ol hospitality. “More hotels are 
on the drawing boards.” the narra 
tion promised. “Where a hotel is 
born, there friendship may be born 


also 


Creative Credits on the Film 


{ Hotel 1s Born was written and 
produced by Charles Palmer and 
John R. MeDougall at Parthenon 


Background for Nutrition 


Vitamins and Bananas 
for Teen-Age Cookery 


Sponsor: United Fruit Company 


Title: u hat u e kat u e fre 15 
min., color, produced by William 
J. Ganz Company. 


* The story of the banana has be 
come practically part of the curricu 
lum in the home economics and 
health classes of most American 
high schools. The reason for this 
is the extraordinary educational 
program the United Fruit Company 
has been carrying on in schools 
since 1927. 
Last year, some 53.000 teach 
ers in 17,900 schools used 705.000 
lessons on the banana, and all of 
films, 
such as the redoubtable Journey to 


Inside Viddle 


America. The cost of this is about a 


them were spearheaded by 
Bananaland and 


dime out of every United Fruit ad 
dollar. 

Now joining other films in the 
program is What We Eat We Are. 
It is designed to show that bananas 
are an excellent source of vitamins. 
minerals and natural fruit sugars 
itself 
principally with methods of prepar 


for energy. and concerns 


ing the fruit in many ways. 


* * * 


* Before What We kat We ire 
was produced, it was pre-tested in 
script and story board form by a 
panel of eminent educators. After 
production and before release. it 
was tested before a sample of its 
final audience—high school girls. 
One showing, at Glen Rock High 
School in New Jersey resulted in 
several uninhibited responses, which 
were tape recorded by the film’s 
distributor, The Institute of Visual 
Training: 

“I liked it, but how are we sup 
posed to remember all those rec pes 
without recipe books?” 

“School films should be different 
They ought to tell 
you something. I think school films 


from ‘movies.’ 


with stories are mostly corny.” 

“The bananas are swell, but in 
the film they put too much whipped 
cream and stuff on them.” 

“I'm glad the picture didn't have 
all those charts and graphs. They 
just make me sleepy. If I have to 
know all about that graph stuff, I'd 
rather read it, so | can study it 
longer.” 

“I wanted to go home and try 
out some of those dishes they 
showed, but [| couldn't remember 
th recipes.” 

Looks like better 


Lnited Fruit 


Pictures, Hollywood. The musix hustle up some recipe books for the 
score was by Jack Meakin. Ld: girls. lel 
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If you've ever worked a good tape recorder, 
you know what magnetic recording is. With 
the new Kodascope Pageant Sound Projec- 
tor, Magnetic Optical, you can put sound 
right on your movie film, old or new, sound 
or silent 


The uses are endless 


You can make inexpensive training films, 
explaining each job in detail. You can docu- 
ment engineering projects, without the ex- 
pense of special titles. You can record a 
foreign language translation on the same 
print that has your permanent English opti- 
cal sound track. 

Your executives can speak personally to 
branch office people. Technical experts can 
describe processes, materials, and new prod- 
ucts as part of valuable visual presentations 
You can make special films for fund-raising 
drives and other limited showings—without 
the expense of optical sound! 


Convert “‘silent’’ movies to sound 


You can have a magnetic track applied to 
old “silent” films, and turn them into inter- 
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“Silent” Film, with quorter 
width Magnetic Track odded 


For about 2'4¢ per foot you can have a loeb put a magnetic 
sound track on any silent or sound lémm movie film. Then 


you record voice, music, and other sounds at will, using the 


new magnetic-optical Kodascope Pageant iéim Seund Pre- 
jector. And you have a projector for all 16mm flimse—silent 
and optical, or magnetic sound. 


Look what you can do... 
with this NEW magnetic sound projector 


esting “talkies.” You can mix music and 
voice in controlled combination. You can 
erase, alter, and re-use your magnetic track, 
just as you would a tape recording 


Pageant gives you these features 
Recording is a pleasure with this magnetic 
projector, Your magnetic sound is applied 
and picked up with great precision and 
fidelity. Optical sound is equally fine 

Built-in mixer. You mix music and voice 
smoothly, with the unique built-in mixer 
Record music and sound together—or record 
music first, then record your voice over it 

Combine optical and magnetic sound on 
the same film. Half width magnetic track can 
share sound track space with an optical 
track. Use the optical track as a permanent 
narrative. Change the magnetic irack at will 
for showings to special or foreign language 
groups. 

You have a key to lock the magnet 
erasing and recording mechanism so there's 
no chance of accidental erasure 

You get a microphone as part of your pro 


jector kit. You can record wherever you set 


You'll like the simplified 16mm roli-film loading, vitra-long-running meter, 
full speed range, interchangeable telescopic finders, and other K-100 features. 
The Cine-Kodek K-100 Turret Camera is unexcelied in its price range. 


EASTMAN KODAK COMPANY, Rochester 4, N. Y. 


up the projector. An all-purpose cord with 
clip leads lets you connect any phonograph 
or other amplifier sound source to the phono 
input 

These are just a few of the Kodascope 
magnetic-optical audio features, Mechani 
cally, this projector is of the same design 
as the Kodascope Pageant, already accepted 
as among the finest in the audio-visual field 
Easy to set up, simple to operate, a built-in 
base plate check list makes it largely self 
instructional 


For your present and future 
film programming 
Magnetic sound is being accepted so widely 
that it’s smart to protect yourself by invest 
ing once in a good projector that handles 
both kinds of sound, plus silent, films. That's 
why your Pageant magnetic-optical pro 
jector is such a wise investment 

See the Kodascope Pageant Sound Pro 
jector, Magnetic Optical, at your Kodak 
Audio-Visual dealer's. Or write for our new 
Bulletin V-3-44 which deseribes the many 


advantages of this magnificent machine 


CINE-KODAK K-100 TURRET CAMERA 


As shooting partner for your Pageant Projector, you can de no better than the 
K-100. With full complement of Kodak Cine-Ekter Lenses to give you profes- 
sional pictorial control, you're ready for any subject. Shoot training flims, 
sales movies, product lectures, then add your sound optically or magneti- 
cally, or borh. 
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Taking Stock of A-V Equipment? Here’s a Useful Form 


for a Projection and Recorder Inventory at Year-End 
‘ heck ol 


audio-visual equipment availabl 


* A year-to-year inventor, equipment on hand. Sscony’s man 


wement and others at the home 
throughout the organization facili thee make use of this information 


tates the a-v communications pro hen planning field trips requiring 


gram ol Socony Mobil Oil Com certain ly pes ol a-v equipment The 
pany, Ine inventory form shows whether or 
not the field units to be visited have 
bach vear. an “Inventory of Au rf - , ‘A ws ' 
im necessary a-v equipmel uni 
dio-Visual Aid Lauipment form i me/rn , 
discovered not to have the projes 

sent out to Socony marketing di 


tor recorder screen of presentation 


board vital to 


visions, manulacturing operations 


and other unite from the home office + planned presenta 
by D. G. Treichler, training advisor 

When the form is returned to a -_ 1} 
Treichler, a careful analysis is made abbeter hr rty-coetr: 


of the data and all new 


tion is requested to rent the equip 


makes a valuable record in Socony’s 
iudio-visual 
sudio-visual aid set-up, giving a 
aid equipment purchased during the 
ready review of each held unit's 
past year is underlined in red 


eV capacity and prelerences \ re 


The form gives the home ofhie: production of the inventory form 
information as to the type of equip shows how pertinent a-\ equipment 
ment be ing purchased on a local information im several categories 
basis and the amount and kind of ann tne compactly registered Vad 


Slidefilms for Sales Training: New Syndicated Titles 


Cover Buying Motives, How to Overcome Objections 


How to appeal to customer buying 
motives £ 

How to overcome objections 4 
* These two vital sales problems 
are dealt with in two new sound 
slidefilms recently produced by Hen 
ning and Cheadle, Inc., of Detroit 
and Chicago. The new filme are part 
of a series on professional selling 
techniques called Speaking-of-Sell 
ig 

W hat Makes People Buy? reviews 
customer buying motives—profit o1 


economy. comfort or convenience. 


performance, protection or safety, 
pride and style or appearance, It 
shows the salesman how to detect 
a customers main buying motives. 
then how to appeal to these motives 
effectively in making his sales pre 
sentation, 


Don't Let Objections Block the 


INVENTORY OF AUDIO-VISUAL AID EQUIPMENT 


REPORTING UNIT 


Tim 4 “ 0. OF 
| i wT 
Hy AVAILABLE EQui EN UNITS 


| »TANDA PTICAI ni 
16 MM 


MOTION 
‘ PICTURE 
PROJECTORS 


MEINATION PTICA AND MAGNET 4 nD 


? 1SmMm TRIP Film NLY 


SLIDE { MAINATION 7 x?''a2 35m 
| PROJECTORS 
? Ve a 4°° SLIDE 


RiP Film 


a se VERHMEAD 


OTHER 


2 Projectors 0" * 10° OVERHEAD 


rer MAK. 6 ” 1 Ze) GROOVE (STC Mi CRO 


RECORD 
PLAYERS 


Tarr seer. 
"W Tare ree ‘ 


9 | RECORDERS wine 


MANUFACTURER 


REPORTED BY 


tiINnDIVIODVAL) 


TRADE NAME 


NAME OF OR OTHER 


SPECIFICATION. 


Sale covers three main types of ob- 
jections every salesman encounters 

general, specific and unexpressed 
objections. The film shows the sales- 
man how to deal with these objec- 
tions and turn them to his advantage 
in closing sales. 

In both slidefilms, the 


principles are illustrated in business 


selling 


selling situations. These situations 
were supplied by over 20 sales 


executives from many areas 
throughout the country. 

films, as well as the 
titles Let’s Be Professional and Get 
Vore Selling 


Working Day, are 


The new 


Seconds jrom Y our 
handled by a 
number of dealers across the na 
tion. For information on obtaining 
the films write to: Henning and 
Cheadle, Inc., 1060 W. Fort St., 


Detroit 26, Michigan bad 


z 502 6-65) 


DATE 


MODEL AND/OR OFFICE OR 
SERIAL NUMBER PLANT LOCATION 


ee . 








—— 








MOUNT IN 


2) PROJECTION 
SCREENS 


» PRESENT PL ANNE | 


ATION 
” BOARDS MAONE Tit 


WRITING PAD 
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NOW SHOWING (All over America!) 


| 





*Firestone’s ‘National 4-H Club Congress”, produced by Vogue Wright 


Every 24 hours more than 290,000 persons 


see a Firestone film! 


In clubrooms and classrooms, in grange halls and church halls, in 
industrial plants and TV-homes, millions of Americans are learning 
interesting things about Firestone—from seeing such informational 
films as “A Changing Liberia’, “The Building of a Tire’ (now in its 
10th year of distribution!), “Pacemakers and Champions” and ‘Liberia 


—Africa’s Only Republic’ (an all-time, long-run Firestone favorite). 


For more than a quarter of a century the Firestone Tire and Rubber 
Company has entrusted its public-relations and educational film pro- 
gram to Association Films, confident that its films will be seen by the 


right audiences, at the right time, in the right places. 


ASSOCIATION FILMS, INC. 


MUrray Hill 5-8573 
Regional Offices: Ridgefield, N.J., La Grange, Ill., 
San Francisco, Calif., Dallas, Texas 
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Executive Offices: 347 Madison Ave., New York 17, N.Y. 


“America’s First Distributor of Films from Industry’’ 


To date, the 10 Firestone films currently in distribution have been 
shown more than 220,000 times in community meeting places and 
4,470 times on TV—to a combined national audience exceeding 
300,000,000 viewers. 


Firestone is just one of the more than 130 industry leaders using 
Association Films to reach the viewing millions. Careful, creative, 
experienced distribution, attuned 


to a sponsor's needs, assures 





our clients that their film investment 


will pay-off —in viewership 


Some facts about Association 
Films are contained in a bre- 
chure entitled “The Viewing 
Millions”, available at neo 
charge. Send for your personel 
copy today. 
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Bostrom’s film goal is better safety along these superhighways 


Truck Safety in Uriver Comfort 


Sponsor: Bostrom Mig. Co 
Ne Seated color 
McHugh 


Tithe: Gentlemen 
Produc ed hy 


Productions. 


Fenton 


Although the truck manufacturin 
industry has trucks to 


carry just about every commodity 


designed 
efheiently and safely, until recently 
little attention was paid to the com 
fort and ease of the truck driver 
This is the sales premise of Gentle 
men Be Seated, adivew LOomm color 
motion pieture sponsored by the 
Manufacturing Co Mil 
waukee Wisconsin, in cooperation 


with the National Truck 


Association 


Bostrom 
Dy ivegTs 


The film contains a safety mes 
sage for America’s trucking indus 
try. The National Safety 


estimates that fatigue plays an im 


portant part in at least LO per cent 
of the fatal accidents suffered by 
truck drivers. Much of that fatigue 
is due to the pounding and jolting 
seated on 


a driver receives when 


conventional equipment the filin 
euys 


The Bostrom 


was designed 


Model iM seul 


specifically to wive 


Below: locating a little feminine ap 
f 
peal for an audience of truck drivers 





the truck drives passenger car rid 
mg comfort. The seat employs the 


SUSPENSION inde- 


principle acting 
pendently ol any jolting motion of 
the cab 


ol the 


This brings the frequency 
truck seat cyclic rate well 
within the eyelie rate of passenger 
automobiles 

In a series of shots of the manu 
lacturing and engineering process 
involved, the viewer is shown the 
basic operation of the seat as well 
as its 


Produced by 
McHugh Productions, Chi 
cago the 

through its 


construction 


pieture moves rapidly 
technical 
explanation. It is being distributed 


hy Modern Talking Picture Services 


Facts About Rayon 
for Retail Rug Sales 


Sponsor: Americ an \ iscose | orp 


Tithe: Tagged for Quality, 10 min 


color, produced by Crest Produc 
lions 
* This is 
released to 
ol the 
Market 


with carpet 


a new film which will be 
retail stores at the time 


Home 


It provides retail salesmen 


January | urnishings 


product information 
ind describes tests that rayon car 
pets must meet to qualify for the 
Avisco Integrity Tag 

The film explains the major sell 
ing points of rayon carpets and 


It is accompanied by a users guide 


vives general carpet hints 
and salesmen’s reminder cards Dis 


tribution is by free loan to 


stores 
selling carpets, through Avisco, 450 


bifth Ave \ \ Ld 


PRODUCTION REVIEW ISSUE NEXT! 





When the Average American Needs Help 


A Financial Hand for Mr. Smith 


A Lesson in Credit from the National Consumer Finance Assn. 


Sponsor: National Consumer Fi- 
nance Association. 
Title:The Littlest Giant, 13) 


color. produced by John Suther- 


min.. 


land Productions. Ine. 
* This film joins two other motion 
pictures in the NCFA film program, 
Seventh Family and Who 
Gets the Credit. Like its forerun- 
ners, The Littlest Giant seeks to 


show the important role of the state 


Every 


regulated small loan company in 
our economy. 
Little Smith 


is shown in the title role as the 


animated Edgar Q. 


averape consumer, whose mass 


makes up the most important giant 





Consumer finance supplies cash to people for 


many important financial requirements 


in the land. Smith, like most of us, 
live s On his fellow mans confidence 

credit. His bills come monthly, 
lis house is mortgaged and he buys 
his car on time. And, when he needs 
cash, down he goes to one of the 
0.000 small loan offices and takes 
out one of the ten million small 
loans processed each year. 

Does he pay a pretty sizeable in 
terest? You bet he does. The NCFA 
explains this by illustrating the cost 


of making small “retail” loans, as 





Before consumer finance companies organized 


many borrowers were victims of loan sharks 


ugainst the cost of making a whop 
ping big “wholesale” loan to the 
Big Deal Corp. 

And don’t forget. the film says 
that if it weren't for the friendly 
small loan office on the corner, the 


shark 


usurious small loan would 
have easy pickings. 

The Littlest Giant telis a comples 
story. but with animation and an 
easy continuity it simplifies the 
basically complicated story of fi 
nance, rate structures and the his 
torical background of the consume: 
finance company. 

Modern Talking Picture Service 
will distribute the film, as it does 


other NCFA pictures. Ld 











Consumer finance companies give many kinds 
of service to the whole community 


Durable New Liquid Chemical Carriers Serve Industry 


* Sieel-X, a new 


color film. dramatizes the durability 


one-reel L6mm 


of a new steel carrier for liquid 
chemicals which has been developed 
by the Carrier-Stephens Company 
I ansing, Mic higan a chemi al dis 
tribution firm and sponsor of the 
film. Steel-X had its premiere at the 
Salon ck la 


Chimie ft xposition, 
November 22-December 3. 


The product film demonstrates a 
steel carrier in which is carried a 
Polyetheylene bottle that will not 
chip or shatter. The opening se 


quences shows the carrier and its 


Pols 
dropped from 


bottle passenger being 
an airplane 300 feet 
in the air to a runway below. The 


results are that the Steel-X con 


BUSINESS 


tainer is bent but none of the steel 
rods are broken. 

Remaining scenes include various 
tests to prove the ruggedness of 
Steel-\ and Polyetheylene 
bottle: trac 


running over bottle, frozen bottle 


revolver 


shooting into “Poly” 


The portability and variety of sizes 

of the carriers are depicted 
Carrier-Stephens plans to circu 

late the film in France and other 


countries, with appropriate sound 


track. The 


available for 


American version is 


chemical companies 
throughout the nation. Steel-\ was 
produced by Capital Film Produ 


tions, East Lansing, Michigan. Wil 


liam Neale Kirshner wrote and 
directed the film, James " >bert 
Hunter was the producer by 
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Fleetybelle and Mervin Midland drive along 
happily in Dow's film “A Car Is ao Woman 
see below 


Dow Chemical Film Stresses 
Auto Cooling System Care 

* A Car Ils a Woman, a new car 
toon film about automotive cooling 
system care, sponsored by Dow 
Chemical Company, will be released 
in January. 

Animated in Eastman color. the 
13'o-minute picture tells its cooling 
system story through Mervin Mid 
land and his car, Fleetybelle. The 
film includes a description of what 
makes a car run. 

Mervin and Fleetybelle get along 
fine until, enroute to North Corro 
sion, they drive under a hot sun. 
Fleetybelle gets sick and Mervin 
takes her to a car hospital—-known 
as Doc Greasepit’s Kar Klinic. Here 
Fleetybelle goes under the s alpel 
er. hacksaw, while Mervin watches. 

Designed for general use by adult 
groups, schools, driver training 
classes, and television, the film will 
be distributed by Modern Talking 
Picture Service, Ine. As with previ 
ous Dow films, there will be no cost 
to users other than return mailing 
costs after the showing. 

1 Car 1s a Woman was produced 
ly Film Mic higan, 
Inc.. with seript and design by Wil 
liam Murray and Stuart Knicker- 


brane ker 


film and containing an order blank 


Assoc jates ol 


A pamphlet describing the 


lor its procurement may be obtained 
from any Modern library or: Public 
Relations Department, The Dow 
Chemical ¢ ompany, Midland, Mich 


ivan Ld 


Film on Overweight Sponsored 
by Smith, Kline, French Labs 
® The Ordeal of Thomas Moon. a 
public service motion picture on the 
problem of 


over weight. is being 


sponsored for television showings 
by Smith, Kline and French Lab- 
oratories, Philadelphia. Producer of 
the new film is Gerald Productions. 


Iie New York City. Ly 


Film-Art Adds Slidefilm Dept. 

® Film-Art Service, Inc., 41 West 
bith St.. New York City. has an 
nounced the formation of a slide- 
film department as an adjunct to 
their television animation service. 
Frank Irwin will head the new de 


partment, 
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**To train 'em or sell ’'em.. 


We Go and Show 'Em 


1956 


with Our RCA 16mm Projector” 





There's a man headed for a successful 
meeting... withan RCA Projector right 
on the job. Projectors engineered by 
RCA do the most for ,our story every 
time. Clear persuasive pictures roll with 
sound that has all the life of the original 
And despite its professional perform 
ance, the RCA Projector is simplified 
enough for an amateur to operate. From 
fast set-up through exclusive Quick 
Easy threading to flipping the switch 

the show's on the screen in minutes 


RCA Projectors go right on performing 
quietly with dependable RCA quality 


AUDIO-VISUAL PRODUCTS 


RADIO CORPORATION of AMERICA 


CAMDEN, WN. J. 





year after year. You can choose from 
these lightweight portables: single-case 
Junior, the dual-case Senior or the 
Magnetic Recorder-Projector . . . all 
backed by nation-wide service facilities 


RCA 


expert knowledge to aid your selection 


Audio-Visual Dealers have the 


Look in your 
Classified Directory under “Motion Pic 


of the right projector 


ture Equipment and Supplies” for the 
name of your nearest dealer, Or, we'll 
supply his name along with a helpful 
brochure as soon as we receive the 
coupon below from you, Get in touch 


today! 


Radic Corporation of America 


me the complete story 


Senior and Junior S 


Dept. M-25, Building 15-1, Comden 


, 














Something BETTER for 


Sales Executives 


WHAT i; 
Sales Meeting Equipment Inc? 
@ Here's « specializing source of every pi 


requirement for ' | i 
i ro lh. We fur ne 
ta tt t front ! x 
entior r exhibit 
{ ry ize and ript re 
nul dependable if that ft tl 
‘ 


WHY 


Sales Meeting Equipment Inc? 


iy Because there 1 job to be « wi pe 

like ourselves, independent of | r or 
sponsor relationships but having the manpower 
ind brain-power to meet your need We De 
Build and Deliver sales meeting equipment t 


8 Unique 


portable and ¢ 


WHO serves you at 


Sales Meeting Equipment Inc? 


_ A dedicated group of meeting equipment spe 

cialists at SME is headed by Melvin Sackter and 
Kay Kallman, who have a total of 40 years of 
experience in this meeting equipment field. Back 
of them is a staff of experienced workmen wh» 


ure thoroughly indoctrinated with the need for 


dependability ind punctualit W re Old Hands 
in doing this kind of job Ni Ide ind 
fhead in knowing what 

Remember the Name 
2 and you'll be ahead in the ime of 
and holding more effective presentation n 195 
For better quality ind econo cal cost te 


like these 


© Stagettes ® Folding Screens 


© Stages ® Lighting 


® Backgrounds ® Projection 


S-M-E 


Sales Meeting 
Equipment Inc. 


1210 N. Hoyne Ave., Chicago 27, Ill. 
Phone: BElmont 5-4920 
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RIGHT OFF the REEL: 


CONTINUED FROM PAGE TWENTY-FOUR) 


pared to 30,000 in 1952. In the same period, the 
number of engineers graduated from American 
schools fell off from 30.000 to 23.000. This basic 
fact is one of the most critical problems facing 
the free world in this complex age. It has No. | 


priority in the field of professional education. 
Acknowledgment to Artist Bill Schneider 
* In our last, we brought you a clever cartoon 
titled “Television Suckling Its Young 
which appeared in Notes from Owen Murphy. 


{ page 6} 


an intelligent and highly-interesting new infor 
mal newsletter. The inevitable dropped paragraph 
would have given credit to William S« hneider, 
Vice-President and Creative Director of Donahue 
and Coe. We especially liked his postscript on 
the meaning of the art: “there is nothing wrong 
with television that a little more respect for its 


audience wouldn't cure.” bad 


Ray Wolff Observes a 25th Anniversary 
* With our own 7th Annual Production Review 
issue coming up and the 18th year of this publi 
cation), we bow to the quarter-century of quality 
and originality which have characterized the pho 
efforts of Raphael G. Wolff. In our 
next, well tell you more about Ray Wolff's con 
tributions, but here’s a salute to a 25th Anniver- 
sary now being celebrated by this Hollywood 


filmmaker and frequent award winner Ld 


tographi« 


What's Ahead in Communication Tools? 
* We've potential of 


the new direct-display storage tube, which the 


Hughes 


Presently limited to conveying visual information 


been intrigued by the 


Aircraft Company calls the Tonotron. 
of a very simple type (50-60 lines/inch resolu 
tion), the Tonotron permits still pictures or mov 
ing pictures at slow frame rates to be transmitted 
over ordinary telephone lines. This material can 
he televised by reducing sweep spee ds sufhiciently 
for video information to be transmitted over nat 
row frequency bands, 

Presently being used lo send maps or graphs 
from ship-to-shore and to flash trafh 


and landing instructions to airline pilots, Tono 


patterns 
trons present inch sereen diameter will be in 
creased soon and picture resolution and persist 
ence are to be improved, 

It is presently practical for internal plant 
transmission of essential data. Will it some day 
be practical for closed-circuit screenings of mo 
tion pictures and slidefilms through community 
film distribution services, utilizing telephone lines 


from a central library ? ‘pd 





” 
| 


FOR SALE 


35M.M. OPTICAL PRINTER 
INCLUDING B&H STANDARD 
CAMERA: $5,000 FIRM PRICE. 


VIDEART, INC. 


(VIDEANI 


343 LEXINGTON AVE. 


NEW YORK 16, N.Y | 
LExington 2:7378-9 \@eame 


—_ 
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the mark of 
excellence in 


commercial films 





Pr 
| 
CATE & MCGLONE 
films for industry 
1521 cross roads of the world 
Hollywood 28, california 










COMPLETE 
MOTION PICTURE 
LABORATORY 
FACILITIES 






PRINTING 
PROCESSING + RECORDING 


All 16mm motion picture 
and 35mm slide and film 
strip service — radio transcriptions 


te FILM SERVICE 
papal FILM PRODUCTION 


Yr 





224 ABBOTT ROAD 
EAST LANSING, MICH. 
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PICTURE PARADE: 


Film Story of Notre Dame U. 

Being Lensed by Owen Murphy 
* Notre Dame University is prepar 
ing to releese a new film early in 
1957 that promises to be one of 
the most popular public service TV 
films of the year. For the past five 


design NAIDICH 


months, Owen Murphy Productions 
has been on location in South Bend 
shooting the film in 35mm East 
nan color and live sound 
lentatively titled The Siory ofl 
Votre Dame, the film will show 
that football is but a small part of 
the great University. and that the 
school’s special quality of scholar 
ship, tolerance and the universality 
of the student body are something 


unique among American col- 


leges i 


Canadian Golf Champ Open 
Shown in Seagram's ‘Upset’ an equation 


* How an amateur golfer won the 


1956 Canadian Open and carried f success 
Oo: eee 

off the Seagram Gold Cup is shown 

in a new Seagram-sponsored mo- 


tion picture being made available to 16mm $25,000 


Canadian golf addicts. 


Twenty-three-year-old Doug San 35mm $1,750,000 
ders from Miami, Florida, is the 


first amateur to win in the 47-year 








history of the Open. He beat pro- 


fessional Dow Finsterwald on the 


first extra hole of a _ tie-breaking KARAMOJA 
playoff. Sander’s victory is depi« ted a very low budget experimental 16mm 


in the color film. Upset, produced 





by Crawley Films Limited, Ottawa. film, became amazingly successful 

Upset, a 27-minute picture, also when blown up to 35mm color for 
contains highlights of performances theatre release by FILMEFFECTS OF 
a te Peck Neue Boe, HOLLYWOOD. KARAMOJA has 
Dick Mayer and Art Wall: included. grossed wo date over $1,750,000. The 
se chery Ansgenrtrdegace sepeteaty & poe ened! 
The Gm 1s distributed by the revenue from your 16mm picture via 
House of Seagram. le a 35mm theatre color release. 





SPECIALLY PRICED SPECIALIZED 
—LIKE NEW LABORATORY SERVICES 





16MM BELL & HOWELL Shrunken Film Reproduction + Precision 


35mm separation positives and Eastman 
Model 2709 Special with unit | shut im 


EFFECTS or nottywooo 





tle. Includes one 400’ and one 1000’ color internegatives with effects, made 
16mm BI-PACK magazines, ACME on our unique and exclusive triple-head 1153 North Highland Avenue 
Stop Motion motor and VEEDER Foot printer + Blow-ups . Anamorphic Hollywood 38, California 
age Counter Conversions « Reductions + Dissolves HOllywood 9-58908 
$3500.00 * Wipes « Montages + Zooms 
Guaranteed like new! * Superimposures + Special Effects 
CAMERA EQUIPMENT 
COMPANY, INC. 
315 West 43rd Street 
New York 36, N. Y. 
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Visualized News Display Shows 
Vapor Heat Product “Exclusive” 
* Knowing that they had a product 
in the “New York Cit 
generator, the sale 
ot the Vapor Heat) 


Corporation made use of an 


“exclusive 
Special sleam 
management 


suche 


visual news display to tell a prom 


tional story at the Power Show wu 
New York's Coliseum November 
26.40) 

Vapor . eCOOp m that the Ve 
York City Special” is the largest 
size packaged steam generator that 


can be operated in the Nev Yort 


area without i licensed engineer 
bh iret Vapor front pa ed this beat 
m a tabloid newepaper format bri 

ming with news under a six-colunmn 


headline Vapor Designs 09 wy. Ht 
Heating Surlace , ie Ae” Spe 
ial Of bh ) 


Steam Crenerator 


Headlines Tell Generator Sale 


The bold headlines. factory and 
product pictures md story columne 
told bhenefite and advantages, told 


an imitial order for two nev 


Vapor unit 


about 
how 


penerators many 


have how long the con 
pany has been in business, Copies of 
this front page hacked with a pip 
ing schematic and specifications, a 
companied invitations to visit the 
Vapor booth sent to a per ial New 
York area mailing list. Free tickets 
to the to those re 
questing them 

At the Power Show 
BIG 


niques as the latest in lively journal 


show were sent 


Vapor playe d 


tte story and used a-v tech 


porn, Ube tabloid page Was enlarged 
aix times (8'x5'x9") and built into 
a booth, One of the 


halftones was cul 


ne Wepupe rs 


out and a Cine 
salesman continuous motion picture 


propector with large screen was in 


stalled behind the newspaper wall 
Thus, the front page was animated 
with a 17°x23" moving halftone 


viewing time © minutes 


Sound Via Telephone Headsets 


Chairs placed before the front 
page display permitted comfortable 


ls le phone 
it prevent bole 


viewing md listening 


hung on-a railing mace 
hear the message 
Bulletins 
shelf of the 
telephone stand Copies of the front 
at the booth 

Additional motion was supplied 
in another corner of the booth by a 
Admati« slick 
placed at the edge of the 


for visitors to 


without distraction were 


displayed on a lower 


page were piven away 


continuous colored 
projector 

booth as a ‘stopper to draw in 
visitors coming down the other aisle 
A card drop was available for vis 
itors who wanted to, request infor 


and bulletins Ll 


BUYERS READ BUSINESS SCREEN 





What's New in Business Pictures 





Continuous motion picture and slide showings enliven this Vapor Heating 


Corp 


install 


C=) varce news [ete I vapor moouiaric 






- _ TE Am GEWERATS 
Vapor Designs 99 oq. ft. Heating Surface, . 
'G.T. City Special’ 0 bp. Steam Generator 

—_ -— * * ; 
= “ter ee 


news’ 


ations made by the exhibitor, attracted steady flow of visitors 


If your prints 
Dry Out 
what happens? 


Brittleness... 
shrinkage...curl... 
buckle...a picture in and 
out of focus...damaged 


sprocket holes... film breaks. 


Peerless “ 


RH” treatment 


will correct these conditions. 






KERLESS 


FILM PROCESSING CORPORATION 
165 WEST 46th STREET, NEW YORK 36, NEW YORK 
959 SEWARD STREET, HOLLYWOOD 38, CALIF 


ih 







display at the Power Show held in New York Coliseum. Cine 
salesman and Admatic equipment carried the visual story of new generator 
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California's Water Resource 
Depicted in Utility's Film 
— u aler “ 


new color motion pi 
Pac ific 
and Electric ¢ ompany § Advertising 
Publicity 


premiere at the 


produced bh the (,as 


and Department, had its 


annual state con 
vention of the California lrrigation 
Districts held in 
Jcvme 
The 


of California's 


Association San 
December 14 
27-minute 


file 


vreal 


depicts one 
natural re 


sources with scenes taken in the high 


Sierra and the rich farming areas 
of California valleys 
lhe annual cycle of the state's 
water crop is shown with snow 
scenes. spring thaws and rushing 


summer streams. The picture covers 


all aspects of water, including recre 
ation, irrigation, electric power gen 


eration. flood control and domestic 


water consumption. Scenes of Paci 
fic Gas and Electri Company's 
hydro-electric construction on. the 
Kings and = Feathes Rivers are 
shown 

Water is available for showings 
before organizations in the spon 
sors service territory in Norther 
and Central California Jon F. 


PG & Es 


covered — the 


“Manton. cameraman. 


companys 4/-county 


territory 


during the year m 


past 
shooting the film. Sound recording 
and film editing were done by W. A 
Palme r Films Ine. 
Combined Insurance Co. Depicts 
“Selling in Banks” for Agents 

* Selling in Banks, a 
motion pieture, 
work at the 


San Francisco. 


‘ 
26-minute 


has been put to 
Insuran f 


Amer\ca as an 


tive film for agents 


Combined 
Company of incen 
Initial showings 
have proved so successful that three 
filins are under cou 


more training 


sideration. 


Selling in Banks is a black and 
white exposition of procedures in 
approaching bank presidents and 


ofhicers i 


which the 


senior consequence ol 


of bank em 


ployees may be sold Insurances 


entire corps 
The film goes into immediate a 
tool 


lo ct ina 
salesman Al 
Allen's prolessional sureness demon 
the 


selling to a volunteer task force of 


tion as a training 


tize sales 


strates impact of enthusiastic 
Combined employees. As the pr 
ture proceeds it becomes apparent 
that selling in banks is a pushover 
prov ided ( ombined Insurance ¢ om 
pany s Success System principles 
are employed. 

Selling in Banks also doubles as 
an internal relations effort. giving 
other employees an insight into the 
problems of field men. In produc 
ing the film. Tressel Studios moved 
actors and 


| ptown Na 


an entire company of! 


technicians into the 
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tional Bank in Chicago, where they 
worked after regular banking hours. 
The film was distributed to man- 
agers nation-wide as kickoff mate- 
rial for a six-weeks’ incentive con- 
test which emphasized selling in 
banks. The campaign was designed 
to stimulate good selling habits and 
tap the reservoir of abilities among 
Combined’s six-hundred agents. 
Comments president W. Clement 
Stone, “We consider this an im- 
portant functional and inspirational 
film and we are sure we should now 
offer such services to our salesmen 
and managers. It was one year in 
the making, and the results have 
worth it. We will use it for 
years to come.” yy 


been 





Filming one of a tv series of 13 “chalk talks” 
on insect control by Purdue Professor Glen 
Lehker; Hercules Powder Co. is the sponsor 


insect Control Films Play to 
Farmers Over 150 TV Stations 
* Rural audiences reached by 150 
television stations are learning 
about control of crop-destroying in- 
sects via short factual films tailored 
for telecasting. 

The series of 13 four and five 


filmed “chalk-talks” on 
Van Against Insect feature Profes- 


minute 


sor Glen Lehker of Purdue Univer 


sity, entomologist and cartoonist. 
The series was produced for Her 
cules Powder Company by Farrell 


York 


and Gage Films, Inc... New 


Roger Wade can make 










sell 1t;* better! 


Roger Wade Productions 


| » West 1b! 


Street 


Telephone C lyre i¢ 


NUMBER 8 + VOLUME 


New York 3) 


City. Hercules 


phene insecticide and other chemi 


manulactures toxa 
cals for agriculture. 

Hercules’ project of educational 
films started when the company dis 
covered a dearth of visual material 
on insect control which met tv’s 
technical specifi ations. Over LOO 
stations surveyed by Hercules said 
they would use educational films 
on specific insects and insect con 
trol problems. 

After distributing 292 prints of 
six films to 123 tv stations during 
the 1955 
company had the Farrell and Gage 
studios produce the 13 shorts and 
mailed ty stations a booklet, “Man 
Against Insect,” listing all 23 Hes 
About 
1,300 prints were sent to 150 sta 


insecticide season, the 


cules films on the subject. 
tions in 1956-——upon written request 
from station management. 

How the sponsor was guided by 
tv station requirements for public 
service time films is told in an ar 
ticle printed in the Hercules maga 
zine, Mixer. The article stresses that 
any mention of a product must be 
in good taste and a logical part of 
the natural action of the film. Cop. 
ies of the article describing this 
program of public service films for 
tv are available from Farrell and 
Gage Films, Ine., 213 East 38th 
St., New York 17, N. Y. Ind 

« . 

Associated Screen News Ltd. 

Covers Canada’s Good-will Tour 
*A_ good-will tour around the 
world by Paul Martin, 
Health and Welfare 
be filmed by Roy 
photographer for Associated Screen 
News Limited, Montreal. The globe 
circling tour will include Canada’s 
representation at the Colombo Plan 


conference and 


Canada’s 
Minister, will 


1 ash, new s-reel 


many discussions 
with Asiatic leaders on subjects of 
international importance 

Associated Screen News has been 
filming newsreel coverage for Cana 
audiences for 


dian theatre 


more 
than three decades. Tash is a vet 


eran of many top news coverage 


assignments Ld 
Ohio State Film 
Calls for Engineers 
* Calling for more engi 
neers 1s Engineering lor 
Eddie 
color motion picture pro 
duced for the College of 
Ohio State 


a new 20-minute 


Engineering, 
'caversity by the Uni 
versity Department of 
lor free 


loan or pure hase. contact 


VPhotogr aphy 


the University’s Depart 
ment of Photography 
Motion Picture Division 
Room 4 Hall 
Columbus 10, Ohio. 


, 
Brown 
Cy 
iO y{ 


17 » AVSE 





TEL-Animastand ... ANIMATION AND 
SPECIAL ERRECTS CAMERA STAND 
Specially Designed for Motion Picture Producers, 


Animators, Special Effects Laboratories, TV Stations, i | 
Advertising Agencies, Art Depts., Etc. 








sasic un't ONLY $2995 


Among the recent purchasers ore 
TV Spot Service, Cedar Rapids, lowa 
Veterans Administration Hospital, Tope! a, Kansas 
Boeing Airplane Co., Wichita, Kansas 





TEL-Animastand with TEL-Anime 
sliding cell beard, shadew bor 
and platen, rotated at 45 


nstantly 


Unnumbered films cause 
contusion & loss of time. 


The MOY edge numbers every 
foot of 16, 172, 35mm film 
and simplifies the task of 
checking titles and footage. 


Write for TEL-Anima literature 
overing every need for animation 


Identify Films 


* PRs 

















MOY replaces ie ks, periora 
t t ness rayor punches, em 
j j 4 es not mutilate film 
rk nts show 1} epecial eftects 
fade ma dissol require edge 
1 to kee; int of frames 
id 1 M ignetk 
stereophonk 
; j t ree 16 impering a 

M Write for brochure. 


AMONG RECENT PURCHASERS ARE 
Rochester, N.Y Consolidated Film Labs., Ft. Lee, N.] 
Eagle Labs., Chicago, Ill 
Cinerama Productions, New York 
Columbia Broadcasting System, N.Y 
Louis de Rochement, Y.c 


With the NEW Improved Non-Clog Inking System, Only $2475 


Present Moy owners can easily install the new and improved inking system! 


Eastman Kodak Co., 
General Film Labs., Hollywood, Calif. 
Reeves Soundcraft, rw ag Conn. 


American Optical (Todd-AO), Buftalo 
Telefilm, Inc., Hollywood, Calif. 





TAKE ADVANTAGE OF S. 0. 8S. TIME PAYMENT PLAN 


Convenient terms arranged. You may apply your idle or surplus equipment as a trade-in 


NOW MEAKR THIS! 
MODERNIZE YOUR 35MM DUBBERS & INTERLOCK PROJECTORS 











ALL tor $575 


N. 0.8. CINEMA SUPPLY CORP. 


Dept. H, 602 West 52nd St., New York 19—Plaza: 7-0440—Cable: SOSound 


Western Branch: 6331 Hollywood Boulevard 





Hollywood 28, California Phone 


HO 7.9202 
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George R. Haase Elected 
President of DuKane Corp. 
In an off-season election at Du 
Kane Corporation, St. Charles, [hi 
Haase 


elected president of the company 


nois, George RK. has been 


He has been DuKane’s vice-presi 
dent and general manager for 14 
years. J. McWilliams Stone, presi 





George R. Haase 


dent since the production of th 
firet portable radios in 1922 
under the brand “Operadio no 
is chief administrative olheer and 
chairman of the board, a newly 
created post 

J. McWilliams Stone, Jr., previ 
ously assistant to Haase, has been 


elected vice president 
The new management set-up, pro 
viding three instead of two adminis 


trators in top authority, is an initial 


Dukane in a 


plan lo expand its policy making 


step by long range 


executive personnel, An expanding 


market of growing diversity, sharp 
increases in annual sales of branded 
produc ts and several new produc Is 


will 


more managerial resources, 


nearing completion require 
a com 
pany spokesman said. Products on 
the 


high 


ie lude a“ radi ally 
ficlelity 


audio-visual devices 


way new 


speaker and new 
Haase started his afliliation with 
Dukane as a manufacturer of com 
pressed wood horns used with early 
Operadio portable radios. He joined 
DuKane as production manager and 
in 1942 became vice-president and 
general manager ld 
Two Key PR Appointments 
Announced by Bell & Howell 
* Two top appointments in the pub 
lic relations department of Bell & 


Howell 


been 


( hic ago have 


Charles H 


Company 
announced hy 
Perey, president. 

Elizabeth 
pointed director of public relations 


Mrs. 


rector of the pr department for the 


| yinan has been ip 


Lyman has been assistant di 
past three years 


Whit Hillyer 


manager of product information, a 


has been named 
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Staff Appointments Among the Producers & Manufacturers 





heen 


ther 


Elizabeth Lyman 


Mmnager 


oOnsumetr 


created position 


Hillyer 


literature 


im 


has 
and 
the 





Whit Hillyer 


company s advertising 


1952 


department 
since 


As director relations 


of public 





Magic, practiced in Egypt in 1000 
B.C., is one of the oldest forms of 
entertainment. Centron Corporation, 
by a skillful blending of entertain- 
ment and information, creates motion 
pictures with a magic appeal to 
your audiences. 


CENTRON CORPORATION 
West 9th at Road 


Lawrence, Kansas 


Avalon 


BUSINESS 


Mrs. Lyman succeeds Charles k. 
Preston, Jr., who has served in the 
dual capacity of director of public 
relations and corporate secretary 
since his election to the latter office 
in 1955. A member of Bell & How 
ells pr staff Mrs. 


Lyman came to the company from 


for six years, 
the advertising agency field. She is 
a member of the Public 
Society of 


Relations 
America and program 
chairman of the Skokie Valley Busi- 
ness & Professional Women’s club. 

Hillyer first joined Bell & Howell 
in 1942, working in the optical divi 
sion and later in advertising. From 
1947 to 1952, he did editorial work 
in the photographi« publishing field 
and public relations for Kemper In 
rejoined Bell & Howell 
in 1952. lad 


surance, He 


Don H. Parson Joins S.V.E. 
as West Coast Manager 
* Don H. 


Society For Visual Education. Inc.. 


, 

Parson has joined the 
Chicago, as west coast manager, ac 
cording to an 


W. H. 


announcement by 


Carvey, president ol 





Don H. Parson 


S.V.E., a General Precision Equip 
ment Corporation subsidiary. 
that 


pointment was “another step in our 


Garvey said Parson's ap 
current expansion program via new 
distribu- 


full 


time to assisting dealers in the sale 


products and increased 


tion.” Parson will devote his 


and promotion of S.V.E. products, 


he said. 
Parson comes to S.V.E. trom 
Moody Institute of Science. Santa 


Monica, California, where he was 
director of distribution. Earlier. he 
was assistant to the president of 


Club Alumitium Products Gad 


> - 


Kodak Elects R. L. Galloway 

as Assistant Comptroller 

* Eastman Kodak Company has an- 
the election of R. 
Galloway as assistant comptroller 
by the Kodak board of 


Galloway served as 


nounced Lynn 
direc tors. 
has general 


credit manager of the company and, 
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for the 


responsibility. 


present, he will retain this 


Galloway Kodak or 
and entered the 
department the 
1943, he was appointed 


assistant credit manager; in 1946, 


joined the 
ganization in 193] 
credit following 
vear. In 


he was appeinted credit manager. 
in 1955, general credit manager. He 


is vice-president and 
the board of trustees of the 
Credit Research Foundation of the 
National Credit 


men. Wy 


. a 


a member of 


Association ol 


Bell & Howell Names Musson 
Manager of Industrial Sales 

* Charles 
pointed as manager of 
Sales of 


A. Musson has been ap- 
Industrial 
jell & Howell Company, 





Charles A. Musson 


according to an announcement | 


\ 
Carl G. Schreyer, vice-president. 

As manager. Musson is responsi- 
ble for sales of Bell & Howell prod- 
ucts to the 
industrial 


industrial field through 
audio-visual dealers and 
film producer dealers. 

Musson has been district sales 
Ohio and Kentucky 
1953. He started at Bell & 
Howell as an 1943. 
L.S. Marine 
Corps, he returned to the company 


manager in 
since 
inspector in 
After two years in the 


as a member of the Service Depart- 





PS 





ment. In 1951, Musson transferred 


to the Merchandising Division and 
in 1952 he was appointed a sales 
representative in Texas. Ld 


a ~ . 


Da-Lite Screen Company 
Builds Plant in Indiana 
* Da-Lite 


cago, 


Screen Company. hi 
will move early in 1957 to a 
new plant now 


in Warsaw, 


under construction 
After the com 
pany moves to Warsaw, the two Da- 
Lite plants in Chicago will be put 
up for sale. 


Indiana. 


Containing 
feet of floor 
will be devoted to the 
engineering and manufacture of 
Da-Lite products. All 


ing, assembling, 


over LOO.O00 square 


space, the new plant 


designing 


manutlactur 
warehousing and 
shipping will be hand!ed in this one 
location, and the 
offices will be located in 


wing in front of the 


firms general 
au spec ial 
manutacturing 


building. Wy 


Kodak Offers Internal Film 
as Simple Production Sample 


® You're on the i 15-minute 


Team 
motion picture originally produced 
as an internal training film for 
Kastman Kodak Company 


made 


, is being 
available to other companies 
and organizations. 

A graphic, time-and-motion study 
of particular jobs in mail circula 
tion, the film aims to train employ 
ees in good work habits and en 
them. It 


latest proc edures 


courage team work among 
demonstrates the 
to be followed in a bulk-mailing op 


eration and tells employees of the 


important contribution they make 
to the sales and advertising of their 
company. 

The film is loaned free through 


Kodak’s Non-Theatrical Films Divi 
Rochester 4, New York. With 
the film, borrowers receive litera- 
ture describing the office equipment 


sion, 


of several manufacturers as shown 


in the film. ty 


Remington Rand’s 
New Typing Picture 
* 7 he 


Business, a 


lypeu rilter in 
20-minute 
black/white motion pic 
ture on uses of the Rem 


ington typewriter has 











Library 


been announced by Rem 


Rand. The film 


ington 





A SUPERB COLLECTION OF 
MOOD AND BRIDGE MUSIC 


For Details Write: 


AUDIO-MASTER Corp. 


New York 17, N. Y. 


17 East 45th St. - 


NUMBER 8 VOLUME 





shows how typing de- 
velopments can increase 
office efficiency. Free 
loan: from. Remington 
Rand sales offices or by 
contacting Remington 


Rand, 315 Fourth Ave.. 
New York 10. N.Y. Va 


17 ° 31956 





i Nate REELS 


W 


SIMPLE SPLIT REEL METHOD SAVES 








TIME... SPACE... MONEY 
You can project, edit, synchronize, ciean and 
inspect film on cores, without rewinding by 


simply slipping them i 


FAB SPLIT RcELS 


REGULAR PRICE 16MM REELS SAL. PRICE 
$4.50 400’ $2.25 
6.00 800° 3.00 
7.50 1200’ 3.75 
1600’ 4.50 





CINE: COMPAGTO JR. 


lémm Sound Continuous 
REPEATER PROJECTOR 
Featuring 


Built-in screen 
800 ft capacity 
Movie-Mite projector 


Excellent condition— 
Complete with ceses & covers 


Value $498.00 
SALE PRICE $179.50 


QUANTITIES AVAILABLE 


CAMERA SLATE 





























wn, 2 


11x14” CAMERA SLATE 


with clapstick 
Regular Price 


SALE PRICE 


$8.75 
$3.95 


F&B ANNUAL SALE 





For 8mm-16mm Combination 
and 35mm with the SPLI C CR 
Exclusive PRESET SCRAPER 


A PERFECT SPLICE EVERY TIME! 


The major cause of film failures is poor splicing 
and the major cause of poor splicing is im 
proper scraping (either too much or too little 
Solve both of these prob'ems with this automatic 
scraper that takes off exactly the right depth of 
emulsion every time 
pressure 
Automatic splicer is a 


regardiess of applied 


precision tool im 
ported from England 
it has 
ground, th 









Go precision 
sngsten steel 
scraper that is preset 
and ready tor moking 
thou sands of splices 


- 


REGULAR PRICE 


$104.50 
195.00 


ALE PRICE 
$ 79.50 
104,50 


lomm 


35mm 


F&B CHANGING BAGS 


Rubberized film changing bag 
36 « 44 inches 
With double zipper 


cover with zipper 





rubberized 


Regular Price 


SALE PRICE 


$23.50 
$13.95 


F&B NOMINAR 








1” £/0.95 LENS 
The Fastest Lens in the World’ 
FOR ALL 16MM CAMERAS 


Hundreds being used successfully by 
a 
* 
. 
. 
a 
° 
. 


Regular Price 


Industrial film producers 

Industral TV circuits 

Police & Investigation Agenies 

Educational film producers 

Newereels and TV features 

Army, Air Force & Navy 

Engineering, research & development 
$174.90 

$129.50 


SALE PRICE 





USED EQUIPMENT SALE 


AURICON PRO 200—Density sound, 


complete, perfect condition $1150.00 
MOVIOLA—UDS—35mm pix 

35mm snd—black model 695.00 
HFC SYNCHRONIZER—4 way 

35mm—like new 159.50 
HFC SYNCHRONIZER—6 way 

l6mm—like new 195.00 
NEUMADE SYNCHRONIZER—3 way 

35mm—frame & ftg ctr 135.00 
MITCHELL FRICTION HEAD—perfect 295.00 
COLORTRAN JUNIOR KIT—complete 110.00 
COLORTRAN SENIOR KIT—complete 1865.00 


RCA PG 201—16mm snd proj $169.50 
MAURER—16mm 1200 ft. mag 645.00 
CINE SPECIAL—Black—-2 lenses 395.08 
CINEVOICE—400 ft —complete 995.00 
MOVIOLA—16mm pix—Takewps—black 245.00 


B-M 750 W. Kegs—Head, stand, barndoor 55.00 


PAN-CINOR—16mm ZOOM “60 Lens 175.00 
EYEMO—12 volt motors—as is 22.50 
LEX 3” 12.9 lenses—Eyemo ‘'C’’ mount 37.50 


TELEKINIC 6” 14.5—Eyemo “C” mount 32.50 
BALTAR 2” {2.3-Mitchell mt. new 187.50 
LENSES—36" 16.3 129.50 


FLORMAN & BABB 


& 


68 West 45th Street, 


New York 36, N. Y. 


Phone: Murray Hill 2-2928 


Cable Address — FLORBABE, N. Y. 
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Rocket Pictures, inc. Adds 
Better Selling Bureau Div. 

* Rocket Pictures, Inc., of Holly 
wood has announced formation of 
a new division—the Better Selling 
Bureau. Augmenting Rocket's pres 
ent producing and distributing fa 
cilities, the Better Selling Bureau 
will be staffed as a “single ste p ser 
ice” for sales managers and sales 
busine ala 


promotion managers of 


and industry. It will specialize in 


all ty pes of sales problems 
Analyse, Advise on Sales Problems 
The Better Selling Bureau is pre 
pared to analyze and advise on sales 
problems—boiling down each prob 
lem to the sales tool (or tools) r 
quired to solve the problem. Whil 
audio-visual tools, both ready-made 
and tailor-made films, play a major 
part in the services offered by the 
Better Selling Bureau is 


equipped to provide the adjunctive 


division 


services of complete sales meetings 
sales training, direct mail, manuals 
easel presentations, sales merchan 
dising, brochures and flip charts 
Guided by Robert L. Niemann 
who recently joined Rocket Pictures 
from the editorial staff of The Jam 
Handy Organization, Inc., the Bet 
ter Selling Bureau goes into full 
sewing the first of the year, function 
ing a8 a central clearing house in 


the solution of sales proble mes 
Offer These Slidefilm Programs 


At the present time, the Bette: 
Selling Bureau has available ready 
made film programs to fit both gen 
eral and specific sales training 
numbering filmed 
properties the Selling 1s Mental (all 


color) 


needs, among 


Program; Aggressive Sell 
ing; New Car Selling; Retail Drug 
Selling ; 


Business Insurance pro 


grams (in black/white). i) 


Van Praag Productions Opens 
Branch in Coral Gables, Fia. 

* Van Productions, New 
York City, has announced the open 
ing of its Florida office at 3143 
Ponce de Leon Blvd., Coral Gables 
Miami. Van Praag Productions also 
has offices in Detroit and Holly 


wood 


Praag 


Plans are being completed to 
build an ultra-modern studio, adapt 
ing the best features of Hollywood 
handle all 


television 


studios, equipped to 


phases of commercial 
and theatrical work 
Harry Walsh has been appointed 
vice-president in charge of the Flos 
ida branch. Walsh brings 20 years 
of film experience to his new post 
He has worked as a produc er, dire 
tor of photography and cinematog 
rapher on commercial productions 
news films and other types of mo 


tion picture productions Up 
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ALONG THE PRODUCTION LINES 





Members of the Los Angeles Film Council gathered on this “stable” set 
at Academy Films’ new sound stage in Hollywood last month. The set was 
used in the film “The Man From Abilene” a 35mm CinemaScope film for 
release by 20th Century Fox. Present at the luncheon were leaders in educa 
tional and film production activities of the area 








in slide film recording — 


ESI‘means slide rule accuracy! 


Universal's exclusive *Electronic Signal Inserter 
means exact placing and exact timing of the picture 
Does away with the human element of button push- 
ing With ESI, slide film pictures change where and 
when you want them to! Designed by Univ ersal’s own 
staff of engineers, ESI guarantees perfection in slide 


film produc tion 


Universal's quality pressings on pure vinylite come in 
tiv ce different colors (red, blac ke 


, green, blue and gold) 


at no extra cost 
Universal Recorders — home of the finest sound facil. 


ities tor transcriptions, slide films and motion 


pictures. 


UNIVERSAL RECORDERS 


OF CALIFORNIA, INC. 


6757 Hollywood Bivd., Hollywood 28, California - HO. 9-8282 
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Academy Films Plays Host to 
Los Angeles Film Council 

© Producers of educational and 
technical motion pictures exchanged 
ideas with audio-visual-minded ed- 
ucators during the recent monthly 
meeting of the Los Angeles Chapter 
of the Film Council of America. 
held at Academy Films, Hollywood. 

Attending the meeting were 45 
members of the local chapter, rep 
resenting people in the educational. 
technical and creative aspects of the 
production or utilization of motion 
pictures. Among film makers pres 
ent were Paul Hoefler. president ol 
Paul Hoefler Productions, Sy Wex 
ler of Churchill-Wexler Film Pro 
ductions, host James Larsen, presi 
dent of Academy Films, and pro 
ducers Albert Bailey and Si John 
son. 

Miss Elizabeth Dawson and Dak 
kymann represented the audio 
visual group of the Los Angeles City 
Schools. The Los Angeles County 
Public School system was repre 
sented by Mrs. Helen Rachford and 
Dr. Robert Gerletti. Presiding overt 
Donald Hare 


audio-visual director of the Glen 


the meeting was 


dale Public School system and presi 
dent of the Los Angeles Film Coun 
cil. 

After a 


viewed a new Academy Film Pro 


luncheon, participants 


duction, Maps Coastal Symbols 
and Terms, the third in a series for 
elementary and junior high school 
students. Film Council members 
toured Academy's studio and the 


Churchill-Wexler studio. 


> >. > 
Tournament of Roses Film 
Contract to Westminster Films 
® Westminster Films of Pasadena. 
California, has been awarded the 
contract to produce the official mo 
tion picture of the Tournament of 
Roses Parade to be held New Year's 
Day. The film will be previewed at 
Pasadena Civic Auditorium “about 
the first of February.” 

The announcement was made by 
k. Felton Taylor, chairman of the 
Tournament’s photographic com 
mittee, who disclosed that Westmin- 
ster Films had been selected from 
among some 20 bidding film com 
panies. 

William E. Brusseau, head of 
Westminster Films, will direct the 
production. He said the Rose Pa 
rade would be covered by six cam 
eramen and two sound engineers 
“We will also use scored musi 
Brusseau added, “and original 
theme music is being written for 
the film.” 

Each year the Tournament of 
Roses distributes 40 
prints of its official parade film. A 


Association 


sound and color picture ol the past 
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parade has been shown to more 
than one million people at hundreds 
of showings throughout America. 
“The Rose Parade film has proven 
so popular that we are still distri- 
buting the film made of our pageant 
three years ago,” Taylor said. Re- 
quests come in from all parts of 
the world, he said. The film is dis 
tributed to groups without charge 


and a long waiting list exists for the 
film yet to be made, Ind 





£¥ing director Phil Patton proclaims Slapsie 
Maxie Rosenbloom the winner bout was 
staged for Paper Mate tv commercials 


Slapsie Maxie Shadow Boxes 

for the Sponsored Screen 

@ Slapsie Maxie Rosenbloom faced 
ASC cameraman Dave Savitt of the 
Kling Film Productions “fight club” 
in a most unusual boxing exhibition 
recently. The popular decision event 
was held in Kling’s Chicago studio 
arena and was called by Jack Brick 
house, Chicago sports commentator 

Sponsoring the bout was Paper 
Mate Pen Company, through Foote, 
Cone and Belding. To the company 
it was a television commercial. In 
the annals of pugilism, it was a box 
er’s dream come true: 

“He never laid a glove on me,” 
said Rosenbloom, following the 
script accurately. 

Cameraman Savitt could have 


said as much—though, as the film 


*. 
*» 


for those who want 


. 
* 
> 
. 
* 


*, 
films 
* 


of distinction 


shows, Maxie came close. That was 
the idea. The script called for an 
opponent’s-eye-view of Slapsie 
Maxie fighting his greatest battle. 

Kling claims championship hon 
ors for the speed with which the 
commercial was set up and shot. 
The order was placed at 2 in the 
afternoon and cameras were rolling 
at 8:30 the next morning. A regu 
lation ring was moved into Kling’s 
stage one, special broadcasting 
equipment was set up for use by 
Brickhouse, and 25 extras were cast 
The commercial was produced for 
the Archie Moore-Floyd Patterson 
heavyweight fight telecast from the 
Chicago Stadium, November 30. Q 

‘ ° ° 
TV Song Film Series 
to Recruit Guardsmen 
The Jill Corey Show, a package 
of eight 15-minute filmed musical 
shows featuring Jill Corey, record 
ing and television star, and spon 
sored by the National Guard for 
recruitment purposes, will be re 
leased to television stations starting 
January 1, 1957. Lach show carries 
two animated one-minute recruiting 
spots, 

Appearing with Jill Corey in the 
entertainment format will be the 
Dick Hyman Trio and guitarist 
Mundell Lowe. Each film in the 
series is devoted to lop song hits of 
famous American song-writers. 

The series was produced under 
the supervision of the Chief, In 
formation Ofhee, National Guard 
Bureau, and the Bureau's adver 
lising agency, Robert W. Orr & 
\ssociates, by Gold Medal Produc 
tions of New York. Filmed in the 
Fox Studios, New York, the series 
was directed by Mare Daniels. 

The Jill Corey Show series will 
be available free to all tv stations 
through each state’s Adjutant Gen 
eneral office or from local National 
Guard units. td 


UCLA Completes Two Ag Films 


*Two new agricultural 
films are available from 
the Educational Film 
Sales Department, Uni 
versity Extension, Uni 
versity of California, Los 
Angeles: The 4-H Trail, 
28 minutes, on the 4-H 
youth program; Natural 


Enemies of Insect Pests 


SAM ORLEANS PRODUCTIONS a 27 minute picture, d 
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picting insect battles 
beneficial to farmers and 
treating of various in 
sects which attack « ropes 
Prints are available on 
rental basis from UCLA 
Extension Division Nd 


tenn 






MC CUSTOM 
PROJECTOR 


300 and 500 
WATT MODELS 


| For 2’x 2” Slides, 
Single and Double 
Frame Filmstrip 





The famous MC Custom Projector, now available in 300 
and 500 watt models, is unexcelled in screen performance 
and convenience of operation. Designed for classroom and 
small auditorium use, the MC Custom is ideally suited for 
all 2” x 2” slides and filmstrip projection. Compare the 
many outstanding features. 


FEATURES 


« Choice of 314”, 5” and 7” projection lenses —- American 
Optical top-quality with the exclusive Americote coating. 


« Pressurized cooling reliable protection to film and slides. 
Keeps projector cool for comfortable handling at all times. 


¢ Removable filmstrip unit 
frame filmstrip 
mar film emulsion. 


accommodates single and double 
no glass pressure plates to scratch or 


¢ Auto-focus slide changer with exclusive ejector spring 
all slides perfectly centered regardless of mount. 


« 360” rotable front 
picture on screen 
or projection table. 


stops anywhere to perfectly center 
compensates for unevenness in screen 


e Elevating lever fingertip control with positive action. 


e Lift-off carrying case made of durable wood leatherette 
covered, scuff-proof, waterproof, standard with all MC models 


American \) Optical 
CHELSEA, MASSACHUSETTS 











(Left) 


William 
Quivey is 
Wilding’s 
N.Y. staff 
addition 





William Quivey Joins Wilding 
as Account Executive in N. Y. 
© William Quivey has joined Wild 
ing Picture Productions as an a 
count executive in the compan 
Eastern Sales Division with head 
quarters in New York 

Quiveys motion picture exper! 
ence includes selling, writing, edit 
ing and camera work, He has pro 
duced special feature filme on the 
MO-mile Memorial Day races at 
Indianapolis the Mexican Roa 
race and many other speedboat and 
stock car races 
into the in 


dustrial film field, Quivey spent 12 


Prior to his entry 


vears in the advertising agen 


business during which he worked a 


account executive in the radio and 
television film fields Ie 
* - * 


Edward J. Moloney Forms 

Prize Productions, Inc. 

® Formation of Prize 

Inc.. New York City, has been an 
Kdward J. Moloney 

Prize Productions, an 


outgrowth of The Edward J. Mol 


nounced by 


pr esident 





Edward J. Moloney 


oney Company, will specialize in 
the production of commercial, edu 
cational and entertainment motion 
pictures, slidefilms and meeting pre 
sentations, 

The Edward J Moloney Com 
pany, previously engaged in the film 
activities now transferred to the 
will continue as a 
Both 
120 Lex 


New York Li N \ Lad 


new ¢ Ope any 


public relations organization 
enterprises are located at 


ington Ave, 


Gold Acquires Telson Studio 

® Mel Gold Productions, Inc. has 

acquired the studio, equipment and 
felson Studios, 41-0] 

Long Island City, N.Y 


facilities of 
Broadway, 





People»): ; 


James E. Holmes Appointed 
Dallas Jones’ Sales Manager 
sd James | Holmes 
manager of Dallas 


Chicago, on November 


became sales 
Jones Produc 
tions Ine 

19. Holmes 
of the Film Division of 
Wright Studios, 


formerly was manager 
Vogue 
Chicago, which is 
suspending film operations January 
| 

Three other former Vogue-Wright 
staffers will join Dallas Jones after 
the first of the year: Mary Abraham. 
who will serve as secretary of sales 
Dean Bab 
Weisen- 
director bad 
Joseph Cole Joins On Film 
Executive Production Dept. 
* Joseph H. Cole has 


xecutlive 


and creative services: 
bitt, writer, and Gordon 


born 


joined the 
production department of 
On Film, Ine., Princeton, New Jes 


ey He will function in creative 


ako Piclures 


capacities in the sales, writing and 
production of motion pictures for 


business, industry, and education. 





Joseph Cole 


An author of prize-winning 
scripts for films and television, Cole 
formerly was senior writer on the 
New York creative staff of Wilding 
Productions, Inc. Vd 


Picture 
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% DEVELOP 
o @e 
@&r 


~ un 
@/® MAKING 


* 
* “TRACKS TO ». ‘. 


’ OU ART 
“JET SPRAY 


ING PR@CESS 


6 


e 








Producers are invited to utilize the advantages 
of Jet-Spray processing. We will process at no 
charge, any black and white negative, animation 


negative, 


purposes. 


or sound track negative, 


for test 





Science Pictures Names Bagley 
as Vice-President for Sales 

® Carroll Bagley has been appoint- 
ed vice-president in charge of sales 


for Science 


Pictures, Inc., and its 


subsidiary. Information Produc- 





Carroll Bagley 


tions. He 
with Music ¢ orporation of America. 


was formerly associated 


According to Francis C. Thayer, 
president of the firm, “Our concen 
trated film sales program is being 
greatly expanded, We have regional 
Albany, Washing 
ton and Houston as an enlargement 
On the 
are currently 
markets, 
principally in South America. Mr. 


offices in Boston, 


of our domestic sales area. 
international side, we 


negotiating for foreign 


Bagley will be in charge of both 

our domestic and foreign film sales 

programs.” Lad’ 
>. o * 


Directs Text-Film Promotion 

® Joseph Slevin has been appointed 
head of advertising and promotion 
for the Text-Film and Language 
Master department of The McGraw- 
Hill Book Company. He 


comes to 





Joseph Sleyin 


the company after six years with 


British Information Services in New 
York, 
ing. public ity and display manager. 

Mr. Slevin, 35, entered the film 
business as assistant director with 
Madeleine Carroll Films after serv 
ing three 


where he served as advertis- 


years as assistant to the 
Curator of the Guggenheim Mu- 


seum. Other film firms with which 


he has been associated are Nu-Art 
Films and Telecast Films. ed 
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Kling Shifts Executives on 
Chicago and Hollywood Staffs 
* Two key executive appointments 
have announced by Kling 
Film Enterprises, Inc. 


been 


Jack Fenimore has been appoint- 
ed as vice-president of the Kling 
studios in Hollywood, California. 
H. Richard Hertel has been named 
production manager of Kling Film 
Enterprises in Chicago. 

Fenimore, who has been execu- 
tive producer of the Chicago staff, 
will head up expanded activities in 
sales and production on the west 
coast and serve as liaison officer be- 
tween the two studios. With Kling 
for eight years, Fenimore is famil- 
iar with every phase of Kling’s film 
production in television commer- 
cials and industrials. 

Formerly editorial supervisor at 
Kling, Hertel is a veteran of 25 
years of industrial, newsreel and 
theatrical production in Hollywood, 
New York and Chicago. Before com- 
ing to Kling, five years ago, he was 
with the 
Wilding Picture Productions, Ine. 


editing department of 
His earlier affiliations include Para- 
mount Studios, 
20th Century Fox. 
Carl Nelson, assistant to Hertel 
in the Kling editing department, 
will take over Hertel’s position as 


Technicolor, and 


editorial supervisor. 

Kling also has announced that 
Art Ellis, formerly of Vogue-Wright 
Studios, Chicago, has joined the 
Kling editing department. Ellis, who 
started his film career in 1919, in- 
cludes in his commercial film ex- 
at Wilding Picture 
The Jam Handy 


and Sarra, Ine. 


perien e work 
Productions, Ine.. 
Organization, Inc.. 
Ellis pioneered in the development 
of editing techniques at Paramount 
Pictures when sound recording ar 


rived. Ld 
FISHING SAFARI FILMED: 


(CONTINUED FROM PAGE 38) 
widely in the plants and towns 


where the company does business. 


This film is far more than the 
“hook type 
of picture that has become overly 
familiar in the lists of sports sub- 
jects. It looks beyond the purely 
rod and reel aspects of fishing into 


‘em and reel ‘em in” 


questions of marine biology, and 
why the fish are there to start with. 

Scientists from the University of 
Miami and MIT, part 


of the expedition, are shown carry- 


w“ ho were 


which will 


fields of 


ing out their research 


prove valuable in many 


scrence, 
Scientific Background Shown 
Some of 
tests of water temperature, salinity 
plankton 


ments of fish species; 


their projects in lude 


and content; measure 
and collec 
tions of giant squid nervous sys 
medical research. 

Before the billfish move into the 
picture, other wildlife residents of 


the area are 


tems for 


shown, such as sea 
otters, llamas, pelicans, cormorants 
and blackfish. But the billfish are 
the main excitement. Two striped 
marlin and two swordfish are 
caught, all of record = size. 
And, luckily, these swordfish chose 


to make their fight in jumps and 


near 


leaps near the surface, which is not 
typical of them. The sight of a leap 
ing 800 pound swordfish is not 
something to be soon forgotten Lad 


* - 


CHAMPION SHOOTERS STAR: 


(CONTINUED FROM PAGI io) 
birds, ducks, 


terns, redwings, are shown close-up 


as well as egrets, bit 


as they court, nest, and, in the case 
of ducks. prepare themselves to wing 
down the gantlet of the flyways. 
Sound Masters, Ine.. 
duced the 
Showman 


whic h pro 
previous prize-winning 


Shooter as well as this 


film, had a crew out for months. 
traveling the nesting and shooting 
Many 
taken 


powered 


grounds, exceptional shots 
electrically 
boat which 
birds un 


noticed. |ad 


were from an 
“sneak box” 


could creep up on the 
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Educational * Travel * Sport 
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CHELMSFORD 
MASSACHUSETTS 


Start ‘Respiratory 
Mechanics” Film 

* The fourth in a series 
of films on the Princi- 
ples of Respiratory Ve 
chanics is being filmed 
for the National Founda- 
tion of Infantile Paraly 


INC. sis by Science Pictures, 
Inc., New York. Dr. 
James Wilson. head of 


Pediatrics at U. of Mich. 
School of Medicine is 
supervising the film. ® 


“Quality Is Our Master’ 


FIND THE FINEST 


IN BUSINESS SCREEN 
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of michigan, inc 


telephone midwest 


studios in 
detroit-chicago 
new york - new orleans 
los angeles - baltimore 
san francisco - houston 
washington - st. louwis 


associated 


experience 
production 


economical - professional 
motion picture production 


film associates 


610 north woodward avenue 
birmingham, michigan 
4-3619 





james e. maclane 
executive producer 
22 years professiona! 
in film 





The Most Advanced Continuous!6mm 
Daylite Motion Picture Projector! 


The 1957 Triangle 
Models Are Ready Now . 


Show brilliant images on a 
large 21” TV-size, rear-screen 
or use as a conventional 






projector! New mechanism 
forms its own continuous loop, 
stops automatically. Easy to fa 

C 
wear or tear 


EXCLUSIVE FEATURES ONLY TRIANGLE CAN OFFER: 

1. Bell & Howell 16mm Filmosound Projector Model #385 

2. Humidifier—replaces moisture as fast as heat from projection lamp 
expels it—keeps film pliable and lessens danger of scratching 

3. Mechanical film inspector—locates hard-to-find film imperfections; 

4 


thread and easy to carry. Runs 
film lengths from 200 to 800- 
feet with no sign of film 


automatically stops projector. 
. 234 square inches of translucent screen (largest on any con 
tinuous machine) equivalent to 21” television screen 
SEE THEM AT CHICAGO'S MUSEUM OF SCIENCE & INDUSTRY 


largest corporations have costly displays at the world-famous Museum of Science 


& industry where they operate Triangle Projectors 364 days a year~shut down only 


on Christmas Day! 


TRIANGLE PROJECTORS, INC. 


3706 OAKTON STREET ee SKOKIE, ILLINOIS 
Chicago telephone: KEystone 9-5122 
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only DuKane 


gives these features in 


a sound slidefilm projector 


@ lwKane & 


— DELL IIe. 


@ UuKane 


@ loKane 


The new DuKane “Micromatic” Sound Slidefilm 
Projector is the last word in audio-visual training for 
offices, shops, factories, schools and churches. 
It delivers up to 22 minutes of a fully 

automatic presentation! 


For details write 


OTNuKANE 


CORPORATION 
Si. Cherles, Iilineois 


Projector, record. 
player, screen, re« 
ords, film, lenses and 
extension cord fit in 
a luggage-styled 
briefcase. Light- 
. weight, compact! 


New Help Gor Your Salesmen 


+ pioneer electronics specialists 
and manulacturers of sound sys 
tems, audio-visual devices, in 
tercoms, telephone systems and 
electronics for the armed forces 


Lists the buying motives. Shows 
how to detect the right one. Shows 
how to use them in selling. 





DEALS with— 
e General Objections 
¢ Specific Objections 
e Unexpressed Objections 








—and shows how to handle these 
objections and to use them to close a sale. 


UE RURIAN enn EERITTENTTEEIEE ' . 
Other films in the Speaking of Selling Series of Sales Training films are: 


LET'S BE PROFESSIONAL ABOUT IT 













GET MORE SELLING SECONDS FROM YOUR WORKING DAY 











These 10-minute sound slidefilms contain the ideas of over 
20 leading sales managers familiar with today’s selling 
problems. Films, complete with meeting guides for stimulat- 
ing group discussion, $40 each. Both for $75. 


(Specify for bell or automatic 30-50) 
Order today or write... 


Henning aud Cheadle, Inc. 
1060 West Fort St., Detroit 26, Mich. 
CHICAGO . DETROIT . LANSING 
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EXECUTIVE NOTES 


Sheldon D. Kaplan Appointed 
Radiant Sales Promotion Mgr. 
* Appointment of Sheldon D. Kap- 
lan as sales promotion manager has 
been announced by Radiant Manu- 
facturing Corporation, Chicago. 
His appointment was described by 
Harry E. Eller, president, as being 


part of Radiant’s expansion pro- 





Sheldon Kaplan 


Radiant broke 
ground for a new $1,800,000 office 
and factory building to be com 
pleted next July. 

Kaplan joins Wallace Bucher, for- 


merly 


gram. recently 


advertising-sales promotion 
manager who will continue as ad- 
vertising manager, in planning and 
Radiant’s enlarged 
schedule of advertising and promo- 


carrying out 


tional activities for their line of 
home and theatre projection 
screens. 

Kaplan comes to Radiant from 
Richard J. Hirsch Advertising 
Agency, Chicago. Ld 
James Graven to A-V Sales 
at Bell & Howell Company 
® James J. Graven has joined the 
audio-visual sales staff of Bell & 
Howell Company, Chicago, accord- 
ing to an announcement by Carl 





James J. Graven 


pansion of the audio-visual depart- 
ment—and the Bell & Howell a-v 
line. 

Graven formerly was sales man- 
ager of audio-visual products for 
Ampro Corporation, Chicago. He is 
a member of the National Audio- 
Visual Association, the Directors of 
Audio-Visual Instruction of the Na- 
tional Education Association. the 
Catholic National Education Asso- 
ciation and the National School 
Service Institute. te 


* * 


Ruble Named Sales Supervisor 
for Du Pont Dallas District 

® Harry B. Ruble has been named 
sales supervisor for all Du Pont 
photographic products in the Dallas 
district. He succeeds W. F. Lock- 
wood, now x-ray sales supervisor 
for the Los Angeles district. 

With the Du Pont Photo Prod 
ucts Department since 1947, Ruble 
has been serving as Du Pont x-ray 
technical representative in Seattle. 
He is a member of the Society for 
Nondestructive Testing and _ the 
American Society of X-Ray Tech- 
nicians. Wy 
15 Orchestral Recordings 
Announced by Audio-Master 
® Producers 
music may hear what they're listen- 
ing for among the 15 full-orchestral 
openings recently released by Audio 
Master Corp., 17 East 45th St., New 
York 17, N. Y. 

Latest supplement to Audio- 
Master's BG-Library of Mood and 
Bridge Music, 


a wide range of moods and are 


searching for mood 


these openings cover 


designed to sonically heighten a 


great variety of production themes. 





400’ to 2000’ Reels 
Protect your films 


Ship in FIBERBILT CASES 


Sold at leading dealers 


For lémm. Film 





Only beor 
original this 
Schreyer, merchandising vice-presi Fiberbilt TRADE 
dent. Graven’s appointment was de Cases pAARK 
scribed as another step in the ex 
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Experience Does the Job at 

Sales Meeting Equipment, inc. 
* Sales meeting showmanship today 
is the work of specialization. In the 
preparation and presentation of 
sales session materials, management 
is enlisting professional skills to se- 
cure a dependable meeting _per- 


tion control on three-dimension pro- 
jectors. 

At Commercial Picture Equip- 
ment, Inc., Sackter was general 
manager and chief engineer in the 
design and fabrication of special 
screens, projectors and portable 
staging equipment. 


Lighting Equipment Rentals 


formance. A new organization, Sales 
Meeting Equipment, Inc., Chicago, 
has been set up to specialize in the 
presentation requirements of sales 
meetings. 


Designed Exhibits in Manhattan 


Kallman has 18 years in indus- 


Anywhere, Anytime 


trial show business. He designed 
\ isitor-operated science exhibits and | 
instituted and directed operation | 
SME furnishes custom-made of the Theatre of Science & Indus- . 
try at the New York Museum of one nw apes 
Science & Industry. At Ivel Corpo 
ration, he worked on the design 


Jack Frost's rental equipment service in 


cludes installation and removal all at the 
stages and ready-made stagettes: 
backgrounds for meeting, conven- 
j ibi : c Doll Fearless Dollies, Raby Dol 
tion or exhibit use. spec ial controls. rab Dollies - opt des 
. . , . lies, Mole Richardson Microphone Booms 
lighting units, custom projectors, 


and construction of many electrical 
and portable projection screens in a 


control units for exhibits at the 
variety of types and sizes. Adapting New York World’s 


to the particular requirements of For The 
management clients, the firm de- 
signs, builds and delivers sales end constrection work. 
meeting equipment, As 


AC and DC Generators, Incandescent and 
H.1, Are Equipment, Choke Coils, Dimmer 
Fair. Equipment, Cables, Boxes and Boards 
Jam Handy Or ganiza \ Cc O Bulbs, Diffusers, TY Scoops, Reflectors 
tion, Kallman engaged in design Ladders and Steps, Parallels, Serim Flags 


Black Flags, Dots and Stands are only a 


exhibit manager at Brook few of the items available for quic 
| Nati ) Lahore lee delivery wherever needed 
; , ave i ‘ abor: 2s, , 
40 Years of Field Experience re Pm PR a 
Headi designed two atomic energy ex 
- ing an experienc ed audio- hibits. 
visual construction staff are Melvin While plant manager of Com- 


Sackter, president, and K. Phillips 
Kallman, secretary, who, between 
them, have upwards of 40 years of 


mercial Picture Equipment, Ine., 
Kallman constructed meeting 


equipment, supervised road shows, 
experience in the meeting equip- 





lesi od ide le . tp Department BS 

cesigne wide-angie screens, bt 

ment field. “te wa 234 Piquette Ave., Detroit 2, Mich. 
Sackter has 15 years of experi- The BIG 7th Is Coming! 

ence in the engineering and manu- * The 7th Annual Production Re 

facture of projection, tape record view issue of BUSINESS SCREEN ap- 

ing and other audio equipment. At pears in February. This complete 


Teletype Corporation, Sacktes 
worked on the mechanical and 
electrical design of component 


listing and index of qualified, spe 


More Than 10,000 Business Film Users, Ad Agencies 
Will Be Using the Production Review Issue in 1957 


cializing business and television film 
producers in the U. S., Canada and 
parts of Signal Corps coding equip- worldwide is your authoritative 


ment; for Ampro Corporation, he guide to their services, facilities and 






worked on design of projection and 
tape recording equipment; working now of this complete Buyer's Guide. 
for Motion Picture Equipment Co., Only $2.00 each, sent postpaid if 
he was concerned with the design 


experienc e. Reserve extra coptes ane - , . 
urbine-cooled projector wi 


YOU has builtin 500 watt pre 
ARE GOING re 
TOGETA 
PROJECTOR 


















check accompanies your order, Do 
of production tooling and produc- it now. 4 


CINEKAD JUNIOR TRIPOD DOLLY. 


Used Nationally by Discriminating Cameramen 


This 3-Wheel Collapsible 
Triped Dolly Is .. . 


especially designed to meet the de 
mand for convenient mobility of 
cameras on location or in the studio 

Dolly can be used with any profes- 
sional or semi-pro tripod. The tripod 
is fastened firmly to the dolly by o 
clamp at each leg tip. The special in- 
dividual caster locking system mokes 
it possible to lock either two or three 
wheels in o parallel position, enabling 
dolly to track in a straight line for 
rolling shots. 


change automatically but 
any one may be referred back 
to by @ quick turn of the 
magazine drum. Can also be 
had with interchangeable 
magazines 










SELECTROSLIDE 
JUNIOR 





750- 1000 watt, turbine cooled 
projector. Changeable 48- 
slide magazine. S-inch anas 
tigmat lens. 7 or 16 second 
automatic control or remote 
control. Runs continuously 
over long periods of time 
without attention. This 
moar, al60 available with 
various focal length lenses 
from 2 to 10 inches 












WHY 

NOT GET 

THE BEST 
? 
















STANDARD 
SELECTROSLIDE 


Now 32 years of scientific experience and research make 


Dolly folds quickly into oa single 
compact, easy-to-carry unit, 23 inches 


SELECTROSLIDE the discerning selection for your exacting requirements 
in length, weighing 14 Ibs 


There is a SELECTROSLIDE to fit every projection problem — consult us 


Write for Prices and Literature 


Cinehad ENGINEERING COMPANY | 


763 Tenth Avenue, New York, N.Y. Ploza 7-351) 
DESIGNERS AND MANUFACTURERS OF EQUIPMENT FOR MOTION PICTURES AND T.V 





Mlustrated literature available — ne cost of obligation 
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Seasons Greetings 


to our friends the world over 





CAMART OILER Lubristyl: 


Ideal for oiling equipment which is hard 


precision oiler 
ECCO FILM CLEANER 
Speedroll 


ing method for 


Kkeco No 1500 


to get at an efficient time sav 


Press point of needle down on 


Applic ator 


spot to be oiled and oil will flow 


lreely 
$1.69 
$1.39 each 


Maximum 


$29.50 


cleaning filme 


Surplus oil ie sucked back into pen 


performance with minimum waste 


In quantities of six 


CAMART CAR 


PROD NO TOP CLAMPS 


DIRECTOR | 
CAMERA 


Insure a steady tripod support 


lor your newsreel camera when 


SOUND SCENE TAKE itop i station wagon or car 
platform. Heavy bronze con 
truction. Weatherproof, Set of 
three $28.00 





CAMART SLATE & CLAPSTICK 
has space for essential information 


Sell the 84.75 






beet buy at only 





plus portage 


ue CAMERA MART... > 


| 

| 

| 

i 

NEW YORK 23) —_ , " | 


A Big Magazine to Serve a Big Medium: That's Why 
BUSINESS SCREEN is Industry's Film Buying Guide 


358 Audio-Visual Dealers 


across the country offer you 
expert projection service... 










Por perfect showings in your meetings, exhibits and 

ther functions involving the use of audio-visual 

ijuipment, call on a NAVA Audio-Visual Dealer. As 

a specialist in audio-visuals, he has the equipment and 

experience to furnish 

@ Motion Picture Projection ® Tape Recording of your 
meeting 

@ Public Address Equipment 

@ Equipment rental—projectors, 
screens, recorders 


@ Slide or Overhead Projection 

@ Filmstrip, sound filmstrip 
projection 

Other services of NAVA dealers include rental and sale of audio- 

visual materials and equipment, and repair of equipment 

For a list of NAVA dealers coded to show their services, write to 





mtmecte 
WAT oust 
AUDIO 
vise 


NATIONAL AUDIO-VISUAL ASSOCIATION, Inc. 


2540 Eastwood Avenve « Evanston, Illinois 
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‘‘OUR MR. SUN’’ 


(CONTINUED FROM PAGE 18 
with the glow from an electric 
light. 

Hale Nelson, vice-president of 
Iinois Bell Telephone Company, 


finished setting the stage for the 
premiere by giving background in- 
formation on the calling 
attention to evaluation cards to be 
filled out after the 


sell Telephone local manager is the 


film and 
showing. The 


man to contact for l6mm prints of 
the film, Nelson told the educators. 
(Good-sized display ads in the tv 
daily 


sections of the press an- 


nounced the telecast of Our Mr. 


Sun.) 


Produced by Frank Capra 


Despite the fact that Our Mr. Sun 
went into eclipse for some minutes 
at the 


351mm 


start, due to malfunction of 


projection equipment, the 
film appeared to be worthy of its 
billing. Directed and produced by 
Frank Capra, Our Mr. 


imperative 


Sun tells its 


science story with per- 


and authority and 
data 


kinds of 


sonality, humor 


packs its provocative and 


theory into several dra 


matic color images. 


Dynamo of the solar system, the 


sun offered The 


versally 


Bell System a uni 


interesting “star” 


to begin 
was able to 


its series. The sponsor 





A scene in “Our Mr. Sun” 


make use of research from all over 
the world and the advice of leading 
astronomers. In 


American Capra, 


the sponsor had a science-aware 
film maker who had graduated as a 
chemical engineer and won fame as 
a master of light comedy, imagina- 


tive drama and war-time documen- 
tary. 

The film plays to the mass and 
teen-age audiences in a combination 
of live-action and cartoons, Using 
“how-shall- 


Capra 


format of 
we-tell-the-story,”” 


the familiar 
involves 
humans in discussion 
animated “Mr. 
“Father Time.” The 
are actor Eddie 
Frank Baxter, 
ern California professor and tv pet 


Albert is a “ 


trying to popularize science and Dr. 


two sunny 


with an Sun” and 
two humans 
Albert and Dr. 


University of South- 


sonality. fiction writer” 


BUSINESS 








Eddie Albert, 
Boxter 
“Our Mr. Sun.” 


as the writer and Dr. Frank 


(standing) are the commentators in 


Baxter is “Dr. Research.” In anima- 


tion, “Mr. 
egotistic al 


red-faced, 
“Father 
vocalized 


Sun” is a 
bag and 
old coot,. 


gas 
lime” is a wise 


by the late Lionel Barrymore. 


As the sun-science discourse re 
quires, the film switches to other 
human and animation figures, ex- 


planitory drawings, exciting tele- 


scopic and down-to- 
earth 
data 


magnitude, 


photography 


camera beauty. Image and 


authoritatively suggest the 
heat and power of the 
sun, which weighs the equivalent of 
330 worlds. 


ing and exploding in celestial fury 


This gaseous star whirl- 


is the prime light and energy motor 
of our earth. Yet 
energy is tiny compared to the sun’s 
incomprehensible 


our use of its 


production of 
power. Science is seen as the method 
by which man extends his dominion 
over the physical universe, science 
is seen turning its eyes to the sun. 
Animation Explains Science Facts 

The ease with which the “writer” 
and “Dr. 
mation 


Research” resort to ani- 


characters on convenient 
wall screens to illustrate science fact 
results in a 
audio-visual 
“Thermo the performs 
tricks to explain how the sun burns 


exhibition of 
technique: A 


fancy 
r opy 
Magician” 


and explore the secret of the sun’s 


ith 
UNOTEBOOK” Styles 
VUR-FILE MOUNT: 










Plus features never before 


offered! 

o Instant Sesectson tron, 
Wide Choice of 12 Slides 
in Full View — (Finger 
slits). 

of Safely Holds & Dispmys 

12, 22” (card mounted) 
Slides on | page! 

Fits Standard %-ring Binder o: in #%x1I" 

Cabinet +Sturdy mounting board constr. 
Great for INDUSTRY. INSTITUTIONS, ete, 
Only 64.75 for Pack of 25! GUARAN TEED! 


Orde: Direct or Thru Your Dealer 


BURKE G JAMES. Inc 


SCREEN MAGAZINE 














thermonuclear action; a 
hyper-active little chef 
earth-life with his sunshine cake 
“Chloro Phyll” 
of how the sun supplies us with 


energy 
nourishes 


in an explanation 


food. 

“Mr. 
hear about himself and his powers, 
how long he’s been lighting up the 
sky, how the Egyptians worshiped 
him as Ra, a god. Though he is sur- 
prised at how much scientists have 
learned about him, he is delighted 
that they still are mystified about 
him. He keeps asking for more 


Conceited Sun” loves to 


photos of himself, more estimates 
of his might and glory. 


The Sun In All Its Glory 


Live pictures of the actual sun, 
spectroheliograms, red light photos 
of sun spots, coronagraphs, pictures 
of the 1946 sun erupting in awesome 
grace—terrifying, dancing streaks 
leaping from the ball of fire — are 
the high excitement images of the 
film. They show the power which 
dwarfs any fuel on earth, energy to 
burn. These photos dramatize a 
science moving closer to the sun 
anu to man’s fuller use of the sun’s 
energy. 

This idea is strengthened by ex- 
amples of recent attempts to utilize 
notably Bell's 
own baby, the solar battery; ma- 
chines that listen to the sun, radio 
astronomy ; 


the sun's energy 


by references. to re- 
search aimed at using the sun’s 
energy to power transportation and 
the engines of industry and to pro- 
vide home heat and day-and-night 
illumination, and for greater food 
production. 


With known facts and educated 
guesses about the sun, the film as- 
serts the positive. It makes use of 
the negative by admiting what is 
not yet known, warning what can 
happen if we fail to discover new 
sources of energy. By asking ques- 
tions yet to be answered, the film 
sounds its challenge for the smart 


find the 
Balancing brainy talk about carbon 
cycles, proton-proton process, ultra- 


kids who may answers. 


violet rays, photosynthesis and cos- 
mic photos, “Dr. Research” and the 
“writer” concede “We don't quite 
know... .” 

In predicting a benevolent “Sun 
Age” distrust of 
science, “Father Time” passes the 


and answering 
torch to the younger generation by 
declaiming that 
power source is the mind God gave 
him; that the sun-favored earth is 
proof that “Somebody must love 
you very much;” that man should 
ask, inquire, seek the truth, that it’s 
right that “you should know.” 
Where to get this film: lomm 
color prints of Our Mr. Sun are now 
available from your local Bell Sys- 
tem company. Gy 


mans greatest 


United World Offers Editor 
Service to Film Sponsors 

® Industrial firms that have had mo- 
tion pictures produced for purposes 
other than public showings are 
being provided with a free consulta- 
tion and editorial service on the 
conversion of such films to vehicles 
for promotion or public relations. 

United World Films, Inc., is offer- 
ing the service with the idea that 
many internal-use films can be re- 
vised so that presentations of com- 
pany operations, policies, etc., can 
be adapted to broad messages of 
interest to the general public. 

As a film distributor, United 
World Films is concerned with add- 
ing to the number of industrial 
films available to consumer audi- 
United World Films main- 
tains that many internal films, repre- 
senting a “written-off” investment, 
could be re-made into profitable 
publicity films. 

Sponsors interested in the con- 


ences, 


sultation service can contact: Free 
Films Department, United World 
Films, Inc., 1445 Park Ave., New 
York 29, N.Y. Pa 


PROFESSION AL 


MATTES © INSERTS © FADES © DISSOLVES 
WIPES © SUPERIMPOSURES 


OPTICAL EFFECTS 
35mm & l6émm 


CINEMASCOPE 
B & W or Color 


| SPECIALIZED TITLES 


| | 

| 

| MOTION PICTURE & TELEVISION 

| | 
| 


ESTABLISHED 1928 


Ray MERCER & CO. 
| 


PHONE OR WRITE FOR 


4241 NORMAL AVE., 
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| 
| COMPLETE SERVICES TO PRODUCERS OF 16mm 


| MOTION PICTURES, 35mm SLIDE FILMS AND SLIDES 


Pre-production Planning 
Research and Script 


Photography, Studio and 
Location 


Processing 
Edge-numbered Work Prints 


Sound Recording and 
Rerecording 


Editing and Matching 
Titling and Animation 
Release Printing 
Magna-Striping 

Slide Film Animation 
Slide Duplicating 
Vacuumating 


| Film Library 


GEO. W. COLBURN LABORATORY INC. 


164 NORTH WACKER DRIVE + CHICAGO 6 
TELEPHONE DEARBORN 2-6286 
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GEORGE M. MATHIEU 
901 GOLFVIEW TERRACE 
WINTER PARK, FLORIDA 
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NEW PRODUCTIONS 
Design tor Sentiment 
Journey Into Friendship 
New England Portrait 


Wondertul Valle y 


World on Your Doorstep 


QU ALITY 


and dollar for dollar value 


are New England Traditions 


BAY STATE FILM PRODUCTIONS, INC, 


SPRINGFIELD . Boston, MASSACHUSETTS 


Regular Service will Insure 
Dependab/e Operation of your 
Audio - Visual Equipment! 


Preventive maintenance will locate troubles in your audio-visual 
equipment before they occur—to insure that your equipment will 
operate dependably every time. Your NAVA dealer offers spe- 
clalized A-V repair service, including 


@ Factory-trained technicians with years of experi- 
ence in repairing A-V equipment 

@ Electronic testing equipment, special test films and 
tapes, special mechanical equipment 

@ Factory replacement parts kept in stock locally, 
immediately available when you need them. 


Remember it's important to buy your A-V equipment from 
the dealer who will repair it for you—your NAVA Audio-Visual 
Dealer. His other services include consultation and advice on 
groper utilization of audio-visuals; rentals of equipment and 
lms, and custom projection and recording service. For a list of 
NAVA dealers, rt to show the services offered by each one, 
write 


NATIONAL AUDIO-VISUAL ASSOCIATION, Inc. 


2540 Eastwood Avenue + Evanston, Illinois 


Pacific Mutual Visualizes Group Insurance Plans 


(CONTINUED PAGE 41) 


they could complete the entire group 


FROM 


insurance sale in one or two calls. 

The problem of obtaining that all 
important first interview faces every 
salesman. Pacific Mutual hoped the 
film presentation would make this 
job easier. It did. Mere mention of 
the film helped the agents obtain 
interviews. Out of the total personal 
interviews, 89° of the prospects 
willingly provided the agents with 
the basic data needed for a group 
proposal—the first step towards a 
group sale, and the primary purpose 


of the filmed presentation. 
Carry-Over Into Presentations 


Agents learned from the new 
films. Pacific Mutual had been con 
vinced of the value of a-v training 
by the success of their sound slide 
film series on business insurance. 
Thus, the new films were designed 
to train as well as sell. The agents 
acquired a greater appreciation of 
their sales offering, a new enthusi- 
asm for their role as Pacific Mutual 
agents. They found new sales tech- 
niques in the films which they could 
use in their own direct selling pres 
entations 

Field reports from Pacific Mutual 
agents testified to the impact of a-v 
selling: 

“Excellent reaction to films. Data 
now being considered by the Board. 
Ih rpect to close within a few days.” 


° . . 
“Interviewed owner and manager, 
who were both enthusiastic about 
the film. 
the employee data. Have appoult. 
ment next week: should close.” 


{waiting preparation of 


“Showed film to secretary of the 
organization who was so impressed 
he wants the president of the firm 
to see it. Have appointment for a 
second interview.” 


One participating agent told how 
dollar-results converted him to a-v 
selling: “I was never convinced that 
a salesman could use audio-visual 
to sell insurance. But to satisfy my 
own curiosity, | tried it. In a matter 
of a few months, | can directly or 
indirectly attribute commissions of 
$2,876.52 in group, and $1,800.00 
in individual (plan sales) to the use 


of the film, /t’s l p to You.” 


Clients Concur on Impact 


Pacify 


ents were similarly responsive. After 


Mutual's prospective cli 


viewing the film, /t’s Up to You, ex 
ecutives registered a new sense of 
responsibility towards their employ- 
ees. Men who had been unaware of 
group insurance programs or who 


never had considered group cover 


BUSINESS 


age for their own firms, now were 
able to visualize the benefits of an 
employee security program. 

Remarked one executive: “I never 
realized before seeing the film, /t’s 
Up to You, the real impact group 
insurance has on the lives of my 
employees. Now I am pleased to say 
my employees are covered by group 
insurance and understand its true 
value.” 


Prospects Favor the Technique 

Prospects liked the way the film 
told a complicated story in simple, 
understandable terms. The presenta- 
tion was quick and to-the-point; 
there were no digressions, no inter 
ruptions. The film presented a prob- 
lem and offered a solution. At the 
end of the showing, the prospect 
realized he had only to answer “yes” 
or “no;” yes, he wanted to solve 
the problem; no, he didn’t. As one 
prospect put it: “The film put me 
squarely on the seat of decision. | 
had to act and I did. | bought group 
insurance for my employees.” 

Prospects were pleased with the 
fresh approach. The film held their 
interest. They were impressed with 
the time-saving factor in the film 
howing. Previously, the group pres 
entation had taken hours and the 
agent made several calls to complete 
a sale. Now, Pacific Mutual had a 
way of making this same presenta 
tion in minutes—showing consider- 
ation for the client's time and speed 


ing his decision. 


Interview 150 on Results 

Pacific Mutual was delighted with 
the results obtained from their own 
agents’ field-test. But to get a com- 
plete picture of the effectiveness and 
acceptability of the film, outstand- 
ing insurance men representing a 
cross-section of the industry were 
consulted, Over 150 private pre- 
views were held with prominent in- 
surance brokers, consultants and 
agents of other companies to obtain 
their comments and suggestions. 
These men were as enthusiastic as 


SOUND RECORDING 


at a reasonable cost 


High fidelity 16 or 35. Quality 
guaranteed. Complete studio and 
laboratory services. Color printing 





and lacquer coating. 


ESCAR 
MOTION PICTURE SERVICE, 


7315 Carnegie Ave., 
Cleveland 3, Ohio 
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Pacific Mutual agents stressed a filmed presentation in securing appointments 


Pacifie 


Q7' 


Mutual’s own Over 
of the comments expressed a 
desire to use the film in their future 


yroup sales interviews. 


gents 
agents, 


Pacifiy 
Mutual was that the film would be 
as effective if shown to employers 


A conclusion reached by 


with 100 to 150 employees as it 
would be for those employers with 
10 to 24 employees. This added to 
the market potential of the film. 

Pacifu 


Mutual of audio-visual aid’s place 


These results convinced 
in group insurance selling. Released 
for general distribution, the films 
justified the sales experiment. The 
films are seen as one reason for 
Pacific Mutual’s increasing success: 
Having actively entered the group 


insurance field eight years ago, Pa- 


cific Mutual today ranks 12th in 

group premium volume among U.S. 

life insurance companies. ad 
. . . 


Plastic Leader for Magnetic 
Tape Announced by 3-M Co. 
*A special anti-static coating is 
featured on a 


new plastic leader 


and timing tape announced by 
Minnesota Mining and Manufactur- 
ing Co., St. Paul, Minnesota. 
“Scotch” brand plastic leader and 
timing tape No. 43-P is designed 
for use with magnetic recording 


tape. The anti-static coating is said 


to reduce noise as the tape passes 


BRU ERINY ES 





SLASHED / 


Guaranteed RAPIDWELD process restores 
used, worn film, removes scratches 
RAPIDTREAT protects sew film. 

Add hundreds of showings te any film! Cut 
costs drastically! 
See how Rapid's 
thousands of 


unusual low cost saves 
film dollars for tep-name 
clients—and precious hundreds for smaller 
accounts. Send for VALUABLE informative 
booklet ON FILM CARE. 


“ine Fum Doctors” 
By apid rum tecamaue, inc. 


37-02F 27th St., Long Island City 1, N.Y 
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over the playback head and makes 
the tape easier to handle. Increased 
strength of the tape half again as 
strong as the previous paper leader 
tape reduces the possibility of 
breakage. 

Spliced to the beginning and end 
of a reel of magnetic tape, the new 
non-magnetic tape provides a tough 
that 


thread-up and prevents damage to 


protective leader aids tape 


the recorded material. 
tape, No. 43-P 


tween 


As a timing 
can be inserted be- 
recorded selections to pro- 
or to facilitate cue 
ing. It can be labeled or identified 


with a pencil or ball point pen, 


vide “dead air” 


For use at tape speeds of 15 
inches per second are indicator 
arrows every 15 inches: the tape 
also has “Scotch” plaid sections 
printed every 7! inches. The white 


plastic leader and timing tape is 
'4-inch wide by 150 feet long and 


comes in a self-dispensing box. 


Weinrott Shows Film Clips 

in Talk on TV Technique 

* Lester A. Weinrott. vice-president 
in charge of Sales and Program 
Kling Film 
Inc., addressed the annual meeting 
of the National Association of Tele 
Radio Farm Directors 
at the Conrad Hilton hotel in Chi 


ming of Enterprises, 


Vision and 


cago, November 24. He illustrated 
his talk on “How to Visually Im 
prove Your Television Program” 
with film clips. Ld 
1957 B&J Catalog Available 

The 59th Annual Burke and 
James (1957) Photo kquipment 
Catalog is now available. Over 


2.000 photo tools for 


professional 
amateur needs are described 
and illustrated in the B&J Catalog 
(No. 956M). The 104 page book 
let covers lenses ranging from 

The Bas ( ataloy 
Burke and 
James, Inc.. Wabash Ave 


2 
;? 
Chicago 4, IIL, Department BS 


inch to 72 inches. 


is available free from 


21 8 
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COMPLETE MOTION PICTURE EQUIPMENT 


RENTALS 


FROM ONE SoOuRCE 


CAMERAS 
MITCHELL 


16mm 

35mm Standard 

35mm Hi-Speed 

35mm NC © 35mm BNC 


LIGHTING 


Mole Richardson 
Bardwell McAlister 
Colortran 

Century 

Cable 

Spider Boxes 

Bull Switches 
Strong ARC-Trouper 
10 Amps 110V AC SO000W 
2000W -750W 
CECO Cone Lites 
(shadowless lite) 
Gator Clip Lites 
Barn Doors 
Diffusers 


Dimmers 


BELL & HOWELL 


Standard ® Eyemo ® Filmo 


ARRIFLEX 


lémm © 35mm 


WALL 


35mm single system 


ECLAIR CAMERETTE 
35mm © 16 


Combination 


5m mn 
Reflectors 


AURICONS 


all models single system 


WE SHIP VIA AiR, 


Cine Kodak Special RAIL OR TRUCK 


Maurer *® Bolex 


Blimps * Tripods 


DOLLIES 

Fearless Panoram 
Cinemobile (CRAB) 
Platform © Western 
3 Wheel Portable 


FRANK C 


Dept. $ 


now you can get 
39mm color. slide 
copies identical 


with originals 
.. at the price 
af ordinary 


: | film 
’ duplicates “ 





nd 
\ [DENTICQLOR 
( LABORATORY 


1104 FAIR OAKS, SOUTH PASADENA, CALIFORNIA 


* 


EDITING 


Moviolas © Rewinders 
Tables ® Splicers 
Viewers (CECO) 


GRIP EQUIPMENT 
Parallels * Ladders 

2 Steps © Apple Boxes 
Scrims © Flags 

Gobo Stands 

Complete grip equipment 


SOUND EQUIPMENT 
Magnasync-magnetic film 
Reeves Magicorder 

Mole Richardson Booms and 
Perambulators 


Portable Mike Beoms 


Portable Power Supplies te 
operate camera end recorder 


ZUCKER 


(+ AMERA Equipment G..ne. 


315 West 43rd St., 
New York 36, N. Y 





JUdson 6-1420 


You can't tell the copy from the 
original, Years of color experience 
and new, exclusive photo-optical 
equipment give us precise contro! 
over color balance, density and 
definition, Quality is consistent 
throughout any size run 

If color balance in your original 
isn’t true, we can often improve it 
in the copies. Send us your originals 
in artwork or transparency form 


a complete service in 35mm 


Strip masters 


and release prints 


We handle every step 


from creating 


a superbly balanced master copy, 
through printing, packaging, 
labeling and mailing release prints 
Titles, captions, frame numbering 
and special effects on request 
Need just a few prints? 

We'll make copies direct and 

save you the cost of a master 


Send for literature 
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Unique “inside-out film winding is featured 
on latest DuKane projectors 


New DuKane Sound Slidefilm 
Projectors Feature Redi-Wind 
*An improved 


slidefilm projector just introduced 


automatic sound 
by the DuKane Corporation, St 


Charles, Illinois, is newly engi 
neered in four of ite mechanical 
elements to make film handling 
more etlcient, 

The projector is an 
model of the “Micromatic 


tor marketed during the past six 


improved 


projyer 


years as an educational training 
and selling tool. It can deliver a 22 
minute, fully automatic lecture or 
show, complete with voice, sound 
and illustrations. 

In the new model, the need for 
rewinding filmstrips is eliminated 
whic h 
feeds film into the projector from 
the inside of a roll of film. A me 


chanical take-up winds the projected 


by a “Redi-wind” system 


film for easy insertion into the stor 
age container, 

The new styling also includes a 
new type of forced air cooling said 
to reduce heat of the film approxi 
mately 300%. According to DuKane 
engineers, this heat dissipation 
virtually eliminates the tendency of 
film under intense light exposure to 
discharge moisture on the aperture 
plates, a condition which often 
causes film to jam. 

The fourth 
provement is a mechanism which 
prevents scratching and other wear 
as the film passes through the ape: 


“Micromati« im 


ture plates. These glass surfaces on 
all professional projectors firmly 
clamp film to attain accurate focus. 
The DuKane improvement separates 
the plates to allow the film to run 
free of any contact almost the en 
tire distance between frames. This 
measure is exper ted to more than 
double the life of the film. aa 


Laminated Magnetic Track Use 
for Film Covered in Bulletin 
®The use of laminated magnetic 
sound tracks for motion picture film 
is discussed in “Sound Talk” bulle 
tin No. 33 now available on request 
from Minnesota Mining and Manu 
facturing Co., St. Paul, Minnesota 
The four-page bulletin illustrates 
standard track widths and positions 
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NEW AUDIO-VISUAL EQUIPMENT 


Recent Equipment Developments for Production and Projection 


which can he applied to lomm and 
mm motion picture film using the 
Scotch” brand magnetic laminate 
system. Also shown are 10 standard 
magnetic recording films made by 
the firm in 16, 171% and 35mm 
widths 

Details of the laminating process 
are described and physic al and 
magnetic characteristics of “Scotch” 
brand No, 121 laminate tape are 
outlined. The bulletin lists seven 
film processors over the country 
equipped to laminate film 

The bulletin may be obtained by 
writing Minnesota Mining and 
Manufacturing Co 


Street, Ot 


900 Fauquier 
Paul 6, Minnesota. 


. » * 


Remote Control Slide Projector 
Announced by GoldE Mfg. Co. 

* Auto-Mark, a new 500-watt pro 
jector with a remote control, fully 
sutomatic slide changer for all 2x2 
color slides, has been announced by 


GoldE. Mfg. Co 


The unit’s newly designed changer 


Chicago 


handles all types of mounts without 
jamming and can be operated with 
simple push button touch on the end 
of a 15-foot remote control cord 
furnished with the unit, the manu 
facturer points out. The Auto-Mark 


“Auto Mark” 2 « 2 slide projector 


also operates as a manual automatic 
projector, without using gears or 
clutches, for easy selection of slides. 
Individual slides can be projected 
without using magazine or accessor- 
ies 

Built into its own carrying case, 
the Auto-Mark incorporates a swing: 
away servicing feature which per- 
mits the entire unit to be opened 
completely for cleaning condensers 
or relamping. Also featured is an 
open-channel construction permit- 
ting the operator to identify and 
select, by tithe and number, any of 
the slides in the 40-slide magazine. 


To assure full protection of the 


critical {/2.9 anastigmat lens, it is 
retracted into the case and auto 
matically shielded by a reinforced 


metal plate when the case is closed 


for carrying. The entire optical sys 
tem is coated and the lens is fully 
color-corrected, An improved Whirl- 
Cool system keeps the operating 
mechanism cool. The unit is stabil- 
ized by a wide-base tilt leg. The 
unit weighs 17 pounds. bad 
. * . 

“E-Z Viewer” for Filmstrips 
Announced by 5S.V.E., Chicago 
*“E-Z Viewer”—a new 
tained filmstrip viewer—has been 
announced by the Society For Vis- 
ual Education, Inc., Chicago, The 


viewer is exceptionally small and 


self-con- 


compact and can be used on a desk, 


SVE’s desk-size filmstrip viewer 


table or held in the hand. It occu 
pies less desk area than a telephone. 

\ two-polished-lens optical system 
is said to provide brilliant, sharp 
pictures. Through this system, sin- 
gle-frame filmstrips are enlarged 
three times for better viewing. A 
sturdy metal stand assures the rec- 
ommended 45° viewing angle. The 
“E-Z Viewer” is easily loaded and 
utilizes a positive sprocket advance 
without danger of damage to the 
filmstrip. 

When the metal stand is folded, 
the “E-Z Viewer” 


wide, 2%,” 


measures 41/,” 
high, and 5°,” long 
and. weighs 1'% lbs. The unit oper- 
ates on 110-120 volts, AC, 
a 7.5-watt “night light” which can 
be quickly replaced. A conveniently 
located switch permits the viewer 
to be turned on or off without dis- 
connecting it at the power source. 
os . 

‘57 Triangle Continuous 16mm 
Projector Easier on Films 

*An entirely new film tracking 
principle is featured in the 1957 
models of the Triangle l6mm con- 


and uses 


tinuous motion picture projectors 
now being offered by Triangie Pro. 
Skokie, IIL 


Film forms a continuous coil that 


jectors, Inc... 


is said to be very easy on film, with 
a minimum of “pull” and friction. 
Automatic film “inspector” stops 
machine and helps locate film im- 
perfections. The 57 models feature 
large rear-view screen of the 21” 
TV size (234 sq. inches of viewing 
are equipped with Bell & 
Howell Filmosound #385 projector. 

Optional equipment includes a 24” 


surface). 


BUSINESS 


Here's the latest Triangle 16mm continuous 
projector with new film carrier 
rear-screen; phone jacks for exten 
sion speakers, sapphire protected 
film surfaces and remote control 
switches. 

The equipment can be used for 
conventional projection, utilizing 
standard feed and take-up arms or 
is ready to go as an exhibit o 
counter display unit with rear 
screen. For details, prices write Tri- 
angle Projectors, Inc... 3706 Oakton 


St.. Skokie. HL bd 


General Electric Shows New, 

Short 500-W. Projection Lamp 
® Lower silhouettes in motion pic- 
ture and slide projectors are made 
possible. by a new, shorter 500-watt 
projection lamp introduced by Gen- 
eral Electric Company's Photo 


Lamp Department. 


Designated the EDK, the lamp is 
designed for use with a bayonet 
socket. This feature results in addi- 
combined 
lamp-socket height. Its overall or 
lamp-socket height of four and one- 
half inches is two inches less than 


tional savings in the 


that of the usual 500-watt projec- 
tion lamp in its medium pre-focus 
socket, the manufacturer points out. 


Described as a “major step 


miniaturization of light 
sources for projection,” the black 


ceramic-topped lamp has been se- 


toward 


lected for original installation in 
two projectors being introduced on 
the market. Design of the shorter 
EDK lamp was made possible by 
the development of a new mount 
structure and new assembly tech- 
niques. 

The lamp is said to provide excel- 
lent screen illumination, efficiency 
and ease of maintenance. Though 
similar in size to present 300-watt 
lamps, the 500-watt EDK is not in 
terchangeable with those lamps. 

Like other G-E projection lamps. 
EDK lamps have a built-in fuse, a 
fine wire which burns out at abnor- 
mally high current, protects the pro- 
jector and the lighting circuit when 
the lamp burns out. The EDK has 
an all-welded construction with no 
soldered or moving parts, and a 25- 


hour design life. Pa 
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EK TACHROME PROCESSING 





Ektachrome me 
Processing 
Film Strips 
Duplicating 


| Dye Transfer Prints 


ne. 4 GAGT 46 OT NEW YORK MU 66-2460 


PREGENTATION PHOTOGRAPHY BY BANDAK 








Synchronous Motor Drive for 
16mm Projectors 


Especially designed to drive all Bell & Howell, Ampro 
and Victor lémm projectors at synchronous speed 
The synchronous motor drive can be instantly attached 
to projector and token off at any time. No speciol 
technical knowledge required for installation and 
mounting 

The synchronous motor drive is complete with base 
plate, Cannon plug for cable and power switch, and 
o set of reduction gears 

Write for more details and prices 

Also available on special order. Synch. Motor 
Drive for all Simplex 35mm portable projectors 


ONE YEAR GUARANTEE! immediate Delivery 
Available at leading dealers, or direct. 


CINEKAD 
ENGINEERING COMPANY 
763 Tenth Ave. New York 19, N. Y. 
Plaza 7-3511 
DESIGNERS AND MANUFACTURERS OF 
MOTION PICTURE-TV EQUIPMENT 


Send for free folder of illustrated Motion Picture and 
Audio-Visual equipment manutactured by Cinekad 
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studio orchestras that play motion picture back 
ground music for recording on sound track. 

Apart from family interests, Sid Solow main 
tains a remarkably varied interest in “spare 
time” activities. An avid reader, he regularly 
devours some three dozen general interest maga 
zines, technical journals and scientific reports 
each month in addition to countless daily “trade 
and metropolitan newspapers, special articles and 
best-selling novels. He also maintains copious 
correspondence with hundreds of friends and 
associates throughout the United States, Kurope 
and South America. 

In addition to reading, Solow’s favorite spare 
time activities are probably hi-fi and bi-naural 
sound experimenting and classical record collect 
ing. His Beverly Hills home includes a“ special 
workshop for tinkering with electronic equip 
ment and storing all sorts of complex hi-fi ap 
paratus. It is small wonder, then, that the Solow 
home boasts one of the finest custom-built sound 
installations in Southern California. This is a 
happy circumstance, for the same premises house 
a truly superb collection of classical recordings 
from all over the world. The two hobbies, quality 
sound reproduction and classical record collect 
ing, are wonderfully compatible. And the Solows 
often with a few invited friends, enjoy many 
musical evenings in the comfort of their lovely 


An Active Spokesman of the Industry 

As one of the film industry's acknowledged 
leaders, Sid Solow receives many requests to join 
associations, head committees, work for chari 
ties, deliver lectures, etc. He tries his best to 
accommodate all requests. He is a member of the 
Academy of Motion Picture Arts and Sciences 
and Chairman of the Academy’s Documentary 
Committee and former Chairman of the Scientifi 
and Technical Awards Committee; a member of 
the Academy of Television Arts and Sciences and 
former member of that group's Board of Dire 
tors; member of the American Society of Cine 
matographers; member and former Pacific Coast 
Chairman of the Society of Motion Picture and 
lelevision Engineers and active member in 
various other professional clubs and soctetics 
Sid has served for many years as Chairman of 
the Allied Industries Division of the Motion Pic 
ture Permanent Charities Committee and = the 
United Jewish Welfare Fund. For the past nin 
years, he has been a regular member of the 
Cinema Arts Faculty at the University of South 
ern California, lecturing on Photographic Theory 
and Technology. Additionally. last year he was 
guest lecturer at a sper ial laboratory course wiven 


at the University of California at Los Angeles 


Recent Lab Addition Follows Pattern 

CFI's new two-story and basement addition 
completed this fall, is almost an entire new lab 
oratory in itself and greatly increases the lab 
total capacity 

Insiders believe this present expansion may 
prove as important to Hollywood as the comple 
tion of CFI’s l6mm laboratory just three years 
ago. If they are correct, the film industry's grati 
tude must once again be extended to one of its 
most esteemed and respected leaders—-a remark 


able man named Sidney Paul Solow bed 
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EMPIRE PHOTOSOUND 


INCORPORATED 
Films for industry and television 


1920 LYNDALE AVENUE SOUTH 
MINNEAPOLIS 5, MINN, 





How to Focus and Hold 
Audience Attention 





ORAVISUAL WHITEBOARD EASEL 


@ Help to cdarify, emphasize and dramatize 
ideas for better understanding 


© Use large poper writing pads. No need to 
erase valuable conference notes 


© All aluminum. Folds up small like magic for 
eoty carrying or storage 


© All purpose — also ideal for turn-over charts 
and cardboard charts 


© Thousands in use the world over, Many 
other models available Also Folding Flannel 
Boards, Lecterns, etc. Write for catalog 


74 pag rial booklet No. B17 
FREE OW WAKE A HART PRESENTATION 


ORAVISUAL CO., INC. 


Box 609 A &. Petersburg 2, Fla. 





69 

















__EASTERN STATES _ 


© CONNECTICUT « 


Rockwell Film & Projection 
Service, 142 High St., Hartford 5. 


* MASSACHUSETTS « 


Cinema, Ine., 234 Clarendon St., 
Boston 16. 


« NEW JERSEY « 
Slidecraft Co., 142 Morris Ave., 
Mountain Lakes, N. J. 


Association Films, Inc., Broad ai 
Elm, Ridgefield, N. J 


* NEW YORK « 
Association Films, Inc., 347 
Madison, New York 17. 
Buchan Pictures, 122 W. Chip- 
pewa St., Buffalo. 
Comprehensive Service Corp., 
245 W. 55th St., New York 19, 


Crawford, Immig and Landis, 
Ine., 200 Fourth Avenue, New 
York 3, New York. 

The Jam Handy Organization, 
1775 Broadway, New York 19. 
Ken Killian Co, Sd. & Vis, Pdts. 
17 New York Ave., Westbury, 

N.Y. 

5. O. S. Cinema Supply Corp.., 
002 W. 52nd St., New York 19. 
Training Films, Inc., 150 West 

54th St., New York 19. 

Visual Sciences, 599BS Suffern. 


* PENNSYLVANIA « 


J. P. Lilley & Son, 928 N. 3rd 
St., Harrisburg. 


Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39. 
* WEST VIRGINIA « 


B. S. Simpson, 818 Virginia St., 
W., Charleston 2, PH 6-673). 


SOUTHERN STATES 


* FLORIDA « 


Norman Laboratories & Studio, 
Arlington Suburb, Jacksonville. 


* GEORGIA « 


Colonial Films, 71 Walton St, 
N.W., Alpine 5378, Atlanta. 

Stevens Pictures, Inc., 101 Walton 
St., N. W., Atlanta 3. 


* LOUISIANA ¢ 


Stanley Projection Company, 
211% Murray St., Alexandria. 


Stevens Pictures, Inc., 1307 To- 
lane Ave., New Orleans. 
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« LOUISIANA e« 


Delta Visual Service, Ine., 815 
Povdras St.. New Orleans 13. 
Phones: CA 8945-RA 9143. 


* MISSISSIPPI « 


Herschel Smith Company, 119 
Roach St., Jackson 110. 


* TENNESSEE « 
Southern Visual Films, 687 
Shrine Bldg., Memphis. 


Tennessee Visual Education 
Service, 416 A. Broad St., Nash- 
ville. 


* VIRGINIA « 


Tidewater Audio-Visual Center, 
617 W. 35th St., Norfolk 8, Phone 
Ma 5-1371. 


MIDWESTERN STATES 


* ILLINOIS « 


American Film Registry, 24 E. 
Eighth Street, Chicago 5. 


Association Films, Ine., 561 Hill- 
grove, LaGrange, Illinois. 


Atlas Film Corporation, 11)! 


South Boulevard, Oak Park. 


The Jam Handy Organization, 
230 N. Michigan Ave., Chicago 1. 


Midwest Visual Equipment Co., 
3518 Devon Ave., Chicago 45. 


Swank Motion Pictures, 614 N 
Skinker Blvd., St. Louis 5, Mo. 


* IOWA « 


Pratt Sound Films, Inc., 720 3rd 
Ave., S.E., Cedar Rapids, Iowa. 


* KANSAS-MISSOURI ¢ 


Erker Bros, Optical Co., 908 
Olive St., St. Louis 1. 


Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5. 


* MICHIGAN « 


Engleman Visual Education 
Service, 4754-56 Woodward Ave.. 
Detroit 1. 


The Jam Handy Organization, 
2821 E. Grand blvd., Detroit 11. 


Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 


e OHIO « 
Ralph V. Haile & Associates. 
326 E. Fourth, Cincinnati 2. 


Academy Film Service Inc., 
2110 Payne Ave., Cleveland 
14, 


« OHIO « 


Fryan Film Service, 1810 E. 12th 
St., Cleveland 14. 


Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 


The Jam Handy Organization, 
310 Talbott Building, Dayton 2. 


Twyman Films Inec., 400 West 
First Street, Dayton. 


M. H. Martin Company, 1118 
Lincoln Way E., Massillon. 


WESTERN STATES — 


* CALIFORNIA ¢ 

LOS ANGELES AREA 
Donald J. Clausonthue Co., 1829 

N. Craig Ave., Altadena 


Coast Visual Education Co., 5620 
Hollywood Blvd., Hollywood 28. 


Hollywood Camera Exchange, 
1600 N. Cahuenga Blvd., Holly- 
wood 28. 


The Jam Handy Organization, 
1402 Ridgewood Place, Hol- 
lywood 28. 


Ralke Company, 829 S. Flower St., 
Los Angeles 17. 


5.0.8. Cinema Supply Corp., 
6331 Hollywood Blvd., Holly’d 28. 

Spindler & Sauppe, 2201 Beverly 
Blivd., Los Angeles 4. 


SAN FRANCISCO AREA 
Association Films, Inc., 799 Stev- 
enson St., San Francisco. 


NATIONAL DIRECTORY OF VISUAL EDUCATION DEALERS] 


Westcoast Films, 350 Battery St., _ 


San Francisco 11. 


* COLORADO « 


Audio-Visual Center, 28 E. Ninth 
Ave., Denver 3. 


¢ OKLAHOMA « 


Cory Motion Picture Equip- 
ment, 522 N .Broadway, Okla- 
homa City 2. 


* OREGON ¢« 
Moore’s Motion Picture Service, 
1201 S.W. Morrison St., Portland, 
Oregon. 
e TEXAS ¢ 


Association Films, Inc., 1108 
Jackson Street, Dallas 2. 


George H. Mitchell Co., 712 N 
Haskell, Dallas 1. 


¢ UTAH ¢ 


Deseret Book Company, Box 
958, Salt Lake City 10, 
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TRIBUTE TO A VETERAN: 


FROM PAGE 20) 
thirties, when the depression was at 
its height, and industry was cutting 


(CONTINUED 


all costs to the bone, some compa- 
nies felt forced to withdraw their 
films from distribution. Al Fredrick 
went that 
films were just too worthwhile to 
stay on a shelf. People wanted to 
see them, and the YMCA wanted to 
keep them 


to them, saying these 


in distribution at no 
charge, either to sponsor, or audi- 
ence. 

Sell Eggs to Pay Postage 


Times were often tough on bor- 


rowers, too, and funds for visual 
education were practically non- 
existent. Mr. Fredrick recalls one 


school in North Carolina where the 
children wanted the films so much 
that each one brought one egg to 
school so they could be sold to pay 
postage for the free films. 

In 1949, the Motion Picture Bu- 
reau had grown so big it was be- 
coming too much of a business for 


the YMCA, 


was founded at that time, composed 


Association Films, Ine. 


of the same executives and person 
nel who had been in charge of the 
Bureau. 

Al Fredrick likes to think that 
the 


changed, the same philosophy and 


although name has been 
dedication to service prevails in Al 
as it did in the Y Motion Picture 
Bureau. 

Just as the Y handled many gov 
ernment films during the war at no 
profit, so it continues to do today 
for some United Nations and relig 
ious films. And, as the Y rigorously 
insisted on high quality and integ 
rity in the product it distributed, 
so today does Association Films. 


Sponsors Contribute to Field 

Mr. Fredrick thinks that the 
sponsors of the thousands of films 
he has helped to bring to the Amer- 
ican people are public spirited citi- 
zens who have done a wonderful 
job. Perhaps it is not realized 
enough, he says, that without free 
films audio-visual education would 
never have grown to the extent it 
has today. 

Al Fredrick’s long tenure and 
effective leadership implies many 
attributes — real ability, integrity, 
industry, good judgment, and un- 
excelled human relations. The film 
industry salutes these qualities as a 
significant contribution to its prog- 
ress. He has been instrumental in 
developing a channel of communi- 
cations for films from their sources 
in industry, entertainment, the 
church and education to people 


tens of millions of them in forty 


years. a 
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A special “camera dolly” on tracks was set up to 
photograph matte flotation for the Inco picture. 


VISUAL DRAMA OF NICKEL: 
(CONTINUED FROM PAGE 43) 
rewound, the lower half of the cam 
Ta lens Was ule overed and the 
upper half masked. and the scene 
was re-shot. 

These and other scenes went so 
fast that care had to be taken to 
keep human figures in them—de- 
spite the virtually automatic nature 
of the operations——-so they would 
not look like miniature sets 

Another big shot in which an as 
sortment of difficulties was success- 
fully overcome was that of one of 
the huge roasiers in which the 
ground ore is reasted to remove 
some of its sulphur content. These 
roasters, nearly 40 feet in height, 
reach to the top of a four-story 
building. To make a shot of a roast- 
er that would help to depict its oper- 
ation, it was necessary to light the 
roaster at all four levels, put the 
camera on an elevator, and shoot a 
vertical traveling shot as the eleva- 
tor descended. 

Power for the seven brute ares 
used to help light up the big scenes 
was one of the thorniest problems. 
They required about 1600 amperes. 
and there was not that much power 
available from the regular sources 
to supply the ares as well as “juice” 


for the other lights. This dilemma 
was overcome by an Ingenious 
hook-up in which the arc lamps 
were operated off the many gener- 
ators for electric are welding equip 
ment which were available in the 
different plants. 

The welding generators operated 
off 440-volt AC outlets and put out 
1) to 60 volts DC. But the brute 
arc lamps normally operate on 110 
volt DC. The possibility of finding 
a way to operate them off the weld 
ing generators occurred to “Roby” 
Robinson, Inco’s Assistant Electri- 
cal Superintendent. He noted that 
the only reason the brute arcs called 
for 110 volts was to run the motors 
which operated the ares, the ares 
themselves operating on a lesser 
voltage. He also noted that on the 
other hand, the motors were 
equipped with resistance rheostats 
which actually cut down their oper 
ating power. By removing these 
rheostats, and running the genet 
ators at over-voltage, it became pos 
sible to provide power to the are 
lamps at the proper level. This is 
believed to be the first time welding 
generators have been put to this use 

For the big moves between indi 


vidual buildings—sometimes involv- 


(CONTINUED ON THE NEXT PAGE) 





COLOR FILMSTRIPS 
FOR USE IN EDUCATION 


Specialized equipment and the know-how of a group of specialists who 
have worked together in producing over 700 color films. If you want 
a complete production or require specialized assistance on any production 
problem, contact Henry Clay Gipson, President 


FILMFAX PRODUCTIONS, 10 E. 43, N.Y. 17, NY. 


WRITE FOR FREE BOOKLET: “The Dovid and Goliath of Visual Education 
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PRODUCTION REVIEW 
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of Business, Educational 
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indices, client references, 
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The BUSINESS SCREEN Bookshelf 


A NuMBER OF REFERENCES oF 
various phases of film produc 
tion 


and use are available to the 


sponsor and producer of audio 


These 


clude primers, analytical and critical 


visual media references is 


studies, handbooks and manuals 
Volumes listed below are avail 
able by mail order from the Bust 


NESS SCKEEN BOOKSHELF service at 
our Chicago editorial headquarters 
Recommended as particularly 
helpful among the works on pr 
duction are 
American Cinematographer 
* Hand Book and 
Guide, by Jackson | 


ican Cinematographer 


Reference 
Rose, Amer 
Ninth kd 
tacts of 


tion) 1 pages Basix 


photog: phic methods material 
and equipment. ($5.00) 


USE ORDER NUMBER 10! 


l6mm Sound Motion Pictures, 
* by W. H. Offenhauser, Jr., 
Publishers, Inc 965 


a manual treatment of Lomm 


Inter-science 
pages 
useful to the 


production profes 


sional or amateur. ($11.50) 


USE ORDER NUMBER 103 


Handbook of Basic Motion Pic- 
* ture Techniques, by Emil E 
Brodbeck, McGraw-Hill Book Com 
yany, ine wy 
{ film 
$6.50). 

USE ORDER NUMBER 105 


a 


pages: A statement 


production fundanmye ntals 


The Recording and Reprodue- 
* tion of Sound, by Oliver Read, 
Howard W. Same & Co., Inc., 800 
peges \ competent and thorough 
¢xamination of sound recording in 
ite several phase s. ($7.95) 

USE ORDER NUMBER 106 


The Technique of Film Editing, 
® compiled by Karel Reisz, Farrar 


282 pages An 


Straus and Cudahy 
analysis of film editing problems by 
LO experienc ed film makers as com 
piled by Karel Reisz for the British 
Film film 
editors directors 
($7.50) 


USE ORDER NUMBER 108 


Academy; guidance for 


and television 


DETACH AND MAIL 


WiTH YOUR CHECK TO 


Preparation and Use of Audio- 
* Visual Aids, by Haas and Pack 
r, Prentice-Hall, Inc Bl 
Instructions and suggestions on the 
effective 


pages: 
preparation and use of 
isual-aids, ($6.65 
USE ORDER NUMBER 109 

The Dollars and Sense of Busi- 
* ness Filme, by the Films Steer- 
ing Committee of the 
of National Advertisers 
Analysis of the 


records ot / aa 


Association 
128 pages: 
cost and circulation 
sponsored films. 


85.00 


USE ORDER NUMBER 301 


TELEVISION BOOKS 
° Here ire useful books 


ym creative and technical aspects of 


four new 


te le vision 


Bookshelf 


now available from the 


it costs noted: 


The Television Commercial, by 
° Harry W ayne Mi Mahan. \ prac 


tical manual on television advertis 


ing Shows how to create better 
commercials, both from the adver 
tising and film produc tion view 
points. Hastings House, 175 pages. 
$5.00 
USE ORDER NUMBER 204 
Hiow To Direct for Television, 


® edited by 


Down-to-earth 


William |. Kaufman. 
information and ad 
vice on the director's problems in 
live television production. Nine top 
''V producers tell their own stories. 
Hastings House, 96 pages. ($2.50). 
USE ORDER NUMBER 205 
Staging TV Programs and Com- 
* mercials, by Robert J. Wade. A 
handbook aimed to help in solving 
the physic al 
of “live 


Hastings House, 210 pages ($6.50). 


production problems 


television programming. 


USE ORDER NUMBER 206 


Handbook, by 
Oringel. A complete, 
handbook on 


control in all types of broadcasting. 


Audio Control 
® Robert 5 


iuthoritative audio 


Hastings House, 141 pages. ($6.50) 
USE ORDER NUMBER 207 


BUSINESS SCREEN BOOKSHELF 


7064 SHERIDAN ROAD ¢ 


"ease ship the following 


dame 
firm or Schoo! 
Address 


City 


CHICAGO 26, 


indicate by r nber 


HLINOIS 


tal amount enclosed $ 


ne State 


BOOKS WILL BE SHIPPED POSTPAID IF CHECK ACCOMPANIES ORDER 


Capturing the Drama 
of Nickel Operations: 


ONTINLED FROM PRECEDING PAGI 


ing distances of a mile or 


the lights. cable 


loaded on 


more 


and other equip 
i railroad flat 


car and transported on the tracks 


ment were 
of the Inco yard railway. When this 
left in the 
These bulbs cost 
$100 each. The Diesel 


engineer responsible for 


was done. the bulbs were 
LO.000-watt spots. 
about loco 
motive 


hauling the flat car had to avoid any 


violent movement which might 
break bulbs, or the fragile Fresnel 
lenses, also expensive, with which 


motion pieture lights are equipped. 


Set Stage for Next Sequence 
bach day as the shooting pro 


ceeded wcording to schedule. others 


were preparing for the next day's 
shooting Heading up the advance 
parties were LaMarca and Donald 
braset liaison man for Inco and 


personal representative of James ¢ 
Parle Manager of 
Plants Technical Director 
of the them 
of the 
the motion 
Bob 
Thess 


lor power al the 


Re duc tion 
who was 


film. With 


Inco electricians assigned to 


were scpitie 


picture undet 


Melntyre 


project 
Jack 


and bortier 
provision 
various locations 
and provided and manned a dozen 
and the 


used in addition to the cam 


transformers 
‘ able 


era crews electrical equipment, The 


necessary 


advance party electricians would be 
at work along with an Inco iInspec- 
tion crew. so that a crew as large as 
or larger than the production crew 
was always making ready for the 
next day's production. 

(mong the camera problems with 
which cameraman had to 
those of 
shots of what was going on inside 
different 


naces used in the smelting opera 


tions. It 


Quaid 


cope were getting good 


the several types of fur 


was necessary to pul the 
camera lens far enough through an 
opening in a that the 
sides of the would not 
block off part of the picture. 
a protective transparent water brick 


failed due 


furnace so 
opening 


L sing 


to condensation 


How Furnace Interiors Were Shot 


The spectacular furnace interior 


shots featured in the film were 
finally made possible by two de 
vices, One was plac ing a clear pro 
tective filter over the camera lens. 
Che other was putting down special 
dolly tracks, so that the camera 
could be gotten in and out fast 
before too muen heat built up in 
the lens 


Another striking sequence im the 
film which has elicited much favor 
that of the 
In these 


ible comment is 


at night 


slag 


dumping shots i 


series of which were made at half 
hour intervals following sundown 
the cameras have sught striking 
views of a whole trainload of slag 
cars simultaneously dumping their 


glowing molten loads down the hill 
side formed by previously dumped 
lwo catneras 
the long shots 
they 
two-fifths of 


and two-way 


were 


used, | or 
vith telephoto 


slag. 
tt ule 
lenses. were stationed about 
a mile from the train. 
radio communication 
had to be maintained between them 
and the train engineer in order to 
frame the shots effectively and time 
Quaid also took his 


1 spectac ular 


the dumping 
camera im tor close 
action shot of a single carload being 
dumped 

In order 


to explain the milling 


processes as clearly as possi le, the 
film makes considerable use of ani 
mation. The inimatior sequences 
account tor 
the film and developed under 
the direction of David Salter of 
with 
neat bal 


maintained between 


approximately 20 of 
were 
| ilm Graphi sin onsultation 
Inco engineers Here i 
ance had to be 


explaining the processes idequately 


to make them informative for a 
technical audience ind = showing 
them in a way that would be clear 
to much less advanced students 
Some of the animation sequences 


visualize for the first time what hap 
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FROM THE Pk ERS OF 
hae MOTION PIC PUGRE 


‘Rudolph the Red-Nosed Reindeer” 


Je JAM HANDY 
CGC 


Call the office nearest you for . . . Dramatizations Visualizations - Presentations - Motion Pictures ~- Slidefilms ~- Training Assistance 


y 
NEW YORK 19 HOLLYWOOD 28 DETROIT 11 DAYTON 2 CHICAGO 1 
1775 BROADWAY 1402 N. RIDGEWOOD PLACE 27821 E. GRAND BLVD 310 TALBOTT BLDG. 230 NORTH MICHIGAN AVE. 
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